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Daily Average Circulation for 365 days in 1894, 
57,335. 


Sunday Average Circulation for 1894, 


65,569. 
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¢ than any other morning daily published in Mis- 3 
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9 Proofs of circulation furnished in any 
practical manner suggested by an advertiser. j= 
Rates quickly furnished by => 
THE REPUBLIC, St. Louis, Mo. 
Or at New York Office, 146 TIMES BUILDING. 
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Prosperity 


The great crops now being har- 
vested insure it. 

The country people will have 
more money than they ever saw 
before. 

Mortgages will be paid. 

Necessities and luxuries will be 
purchased. 

The pocket-books of the country 
people will be fat with the money 
received for their crops. 

It is a time of prosperity with 
them. 
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One-sixth of all the country readers of the 
United States reached weekly by the 1450 
local w@eklies of the’ Atlantic Coast Lists. 

Half a cent a line a paper for transient 
advertising. 

Quarter of a cent if 1ooo lines are used 
during a year. 

Catalogue and estimate for the asking, 


ATLANTIC COAST LISTS, 
134 LEONARD STREET, NEW YORK. 
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DIXEY DIXEY 

ISON ARCHER ASKS WOLSTAN DIXEY 

ABOUT HIS ADVERTISING AND HIs DI- 
ERSIFIED EXPERIENCES—AN INTER- 

ESTING INTERVIEW. 

Mr. Wolstan Dixey, well known 
ud writer, recently took the prize 
ad writing in the PRINTERS’ INK 
test. He writes the Powers style 
a genial young 
u of diversified 
eriences all 
which help him 
write advertis- 

successfully. 
was an editor 
a number of 
a contribu- 
Ladies’ 


ON 


as 


ars; 


to the 


ue Journal, the 


urpers’ publica- 
ns and the 
Compan- 
, and wrote the 
ractive and suc- 
essful quick- 
nding Water- 
ryads. Healso 
rote book 
lled **The 
le of Author- 
p,’’ and it ob- 
ned a profitable 
ulation among 
ple who do not 
vy books if they 
help it, be- 
they make 
oks themselves. This is because 
xey knew how to advertise it, and 
ereby hangs the interesting tale that 
I shall tell in the course of the inter- 
ew that I kad with Mr. Dixey up in 
s office on the fifth deck of the World 
suilding. Here are the questions I 
put to him, with the answers I got: 
WHAT AN AD WRITER IS WORTH. 
‘How much do you think an ad 
vriter’s services are worth ?” 
‘“What they fetch. A man’s serv- 


ith’ s 


a 


use 


Wo stan Drxey. 
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ices generally be worth 
about what he for them. If he 
sometimes paid more than he earns 
the balance is usually due to his repu- 
tation, and he has probably earned that 
some other time. He is paid both for 
reputation and skill; if he furnishes 
both he earns his price, whatever it 


is.” 


average to 


gets is 


‘ But isn’t the price startling some- 
times f 
‘It is hard to 
compute the exact 
value of a 
service ; an ad that 
a stick of 
chewing-gum may 
be just as good as 
one that a 
whole township; 
but there’s a dif- 
ference in impor- 
tance. Shrewd ad- 
vertisers are will- 
ing to pay in pro- 
portion to what 
they expect the 
writer to accom- 
plish. Itis the in- 
experienced 
that ask 
dozen one 
ads that will go 
right out and 
shake up the coun- 
try and double my 
business.’ ”’ 

“ Do you think 
an ad writer 
write about a man’s business as well as 
the man himself can ?’’ 

‘* Better. Unless the man has noth- 
ing else to do but write his ads, and is 
uncommonly skillful at it. Even then 
the trained ad writer can help him.” 

NEEDN'T KNOW IT ALL. 

‘* How can he know as much about 
a man’s goods in a certain line as a 
man who has been in that business, 
and that business only, all his life ?” 

‘“‘He can’t. He doesn’t need to. 


given 


sells 


sells 


ones 
for ‘a 
-dollar 


can 
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The people who buy the goods don’t 
want to know everything about them ; 
they want to know what they want to 
know, and that’s all. The business 
man tries to tell them something else, 
and they won't have it. He knows so 
much about his business that he wants 
to get it all in at the top of every ad. 
So many facts get in his way when he 
writes. He gets tangled up and falls 
over them, like a man trying to walk 
with two canes andan umbrella. The 
facts are all good in their place, but 
some few of them are worth all the oth- 
ers put together for advertising. The 
point is to pick out these particular 
facts and use them skillfully. If a 
merchant could forget, for the time 
being, two-thirds of what he knows, 
and remember what his customers are 
thinking about, he would write better 
ads.’’ 

‘* But don’t some business men know 
a little bit about ad writing them- 
selves ?”’ 

‘*T speak of the natural tendency 
of the average merchant and manu- 
facturer. Now and then there is a 


business man who knows how to for- 
get and remember at the right time ; 
he has all the special ability of an ad 


writer, and more, and can write his 
ads better than the writer can ; but the 
two together can do better than either 
of them. This fact is generally recog- 
nized by the few men who are capable 
of writing their own ads ; they are the 
readiest to appreciate the services of 
the ad writer. He adds some ideas to 
the general stock. It is on the same 
principle that ‘father and I own forty 
cows ; father owns thirty-nine and I 
own the other one.’ That ‘one’ is 
worth having.” 
A BOOMERANG WORD. 

**Do you believe in the. use of the 
word expert ?” 

“*Yes, when you mean expert. But 
it’s a boomerang of a word. When a 
man uses it he must be ready to dodge.” 

“Is the demand for expert ad 
writing on the increase or the de- 
crease ?” 

“On the increase decidedly, for 
what is really expert, for sensible, 
skillful, straightforward writing. I 
don’t think the eccentric, fantastic style 
of advertising is gaining any ground, 
although, of course, it will be kept up 
here and there, spasmodically, and 
sometimes it will be successful.” 

‘**Do you think the tendency is toward 
using too much space or too little ?” 


INK. 


‘*Small advertisers generally us« 
little—big advertisers too much. 
not all ot them ; some use just eno 
and that’s as good as a feast. If th 
vertisement is big enough to mak: 
right impression—to be seen and 1 
and to say what you want ‘o 
anything more is waste ; but the 
gest waste is in coming just sh 
what is needed. Too much spac: 
is well filled, is a goodfault. Th 
ject of advertising is to make nv 
not to save it. Advertising shoul 
aggressive, and should make so 1 
money that you can afford to bu 
little in extra space.”’ 

“Ts there any line of business 
isn’t advertised that ought to be?’ 
‘*Every line of business that 
advertised ought to be, without e» 
tion. Of course I'd say that; tl 
a bald-headed commonplace. 

just the same.” 
WORDING IS -VERYTHING. 

** Which of these three things is 
most important— position, wordi 
display ?”’ 

** The wording is the most import 
part of the whole business. The w 
ing is what you have to say to peo 
You've got to say it. You can’t s! 
your goods; you have to tell al 
them. Position and display count, 
both together don’t count for as m 
as the wording. Words carry ic 
Ideas sell goods. You've got toh 
ideas into people’s minds, if you w 
to get hold of them and pull them 
An ad gets nowhere till it does t! 
no matter how big it is or how w 
placed. What's the use of talking t 
million people if they don't beli 
what you say?’’ 

“*You don't mean to say you t! 
the writing of ads is more import 
than the placing?” 

‘Ves, if you simply mean select 
mediums. But an advertising | 
includes more than that. It’s lik 
military campaign. The geneval | 
is the strategy ; the ads do the fix 
ing: Poor troops defeat good strate; 
foolish strategy sacrifices good tro 
The campaign must be right at b 
ends.” 

‘*When things are wrong do jy 
know how to make them right ?’’ 

**T don’t know half as many thin 
about advertising as | used to, 
what I know I'm sure of. I used 
notice that advertising would son 
times hit and sometimes miss, and 
coulaun’t see any reason for it. I 1 
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the same thing nowadays, but I do 
reasons for it most of the time, 
when I don’t, I know the reasons 
here just the same, and that care- 
tudy will dig them out.’’ 

What are you sure of, for ex- 
e?”’ 
I’m sure that good advertising al- 
pays. Iam sure it will increase 


ny well-conducted business, and, I am 
to say, it will sometimes do the 

for a poor business.’ 
What do you mean by good adver- 


’ 


By good advertising I mean good 
hrough. Good matter ; enough of 

; and placed before the right people 

re was a time when I imagined 

t advertising of any sort would pay 

you did enough of it, and another 
time when I thought alittle of it would 
pay if it was good. Now I know that 
to get the full benefit of advertising it 
must be both good and enough.”’ 

‘Do you believe in cuts?”’ 

‘Yes, indeed. Whenever they will 
help to make an ad attractive or illus- 
trate an idea. An ad ought to be just 
fit for its purpose ; shaped for the work 
that’s cut out for itto do. If a cut 
will help it, use one. The same way 
with a border, or big type, or a head- 
line. It’s alla matter of judgment.” 

“Do you know good advertising 
when you see it?” 

“I believe I do. Iam no stickler 
for a particular style of writing or dis- 

I believe there’s more than one 

y to killa cat. But don’t club her 
to death or jump on her ; that isn’t ar- 
tistic ; you can do it easier and quicker 
some other way.”’ 

‘But suppose the inartistic ad sells 
goods ?”’ 

‘‘T readily acknowledge that an ad 
is no earthly good unless it sells goods. 
Che more it sells the betteritis. It 
as good as it ought to be unless 
it sells all it can be made to sell. If 
t hits nine people because it’s plain, 
and misses the tenth because it’s un- 
grammatical, it ought to be made gram- 
matical and hit the whole ten. If it 
pleases nine and offends the tenth for 
any reason, it’s only nine-tenths as 
good as it ought to be. You can’t 
make an ad toogood. Make it simple, 
plain, business-like, right to the pur- 
pose, but agreeable all the same. 
When you’ ve done that, you've got an 
artistic ad, whether it’s illustrated or 
not. The straighter an ad talks busi- 
ness the more artistic itis. Itneedn’t 


isn t 


be pretty, but it ought to be attractive. 
Look at the Royal Baking Powder ads, 
plain, simple, strong, artistic ; that one 
word comprehends all the rest. Do 
their ads lose any selling strength by 
being artistic? I guess not. The more 
truly artistic you make an ad the bigger 
the majority it reaches. I believe their 
manager has no use for experts. Ex- 
cuse my smile. He’s one himself. 

‘* But the best art and the strongest 
attraction about an ad is the way it rep- 
resents the business. There’s an at- 
tractive aspect to every business ; the 
facts of the business are attractive in 
themselves if you show them in the 
right light. That’s the meat of the 
whole matter, showing the plain facis 
in the best light, and making them so 
convincing that people have to believe 
them.”’ 

‘*Do you think newspapers should 
charge extra for cuts and display ?’’ 

‘*T know they shouldn't. If any- 
thing they should offer an inducement 
for that kind of enterprise. Then if 
illustrating didn’t pay advertisers 
they’d stop it. If it did they’d do 
more advertising.”’ 

** Would you undertake through ad- 
vertising ——’’ 

** Anything,’’ exclaimed Mr. Dixey 
before I had time to complete the 
question. 

I tried again. ‘*‘ Would you adver- 
tise an article like Quaker Oats, for 
instance, before it had been placed in 
the hands of the dealers throughout the 
country—a process that took, in the 
case of Quaker Oats, eight orten years 
of time and required the expenditure of 
several hundreds of thousands of dol- 
lars, all before they did a line of news- 
paper advertising?” 

** I'd do the advertising and distribut- 
ing simultaneously. I wouldn't create 
a demand that I couldn’t supply im- 
mediately through the dealers. I 
would do my advertising and then fol- 
fow it right up with the supply. I be- 
lieve so thoroughly that the demand 
would immediately follow the adver- 
tising that I wouldn't want the supply 
to be twenty-four hours behind. I 
think it would lose just so many sales.” 

‘Then in handling an advertising 
campaign intended to introduce an 
article of general consumption, you 
would advertise extensively from the 
very beginning ?”’ 

‘*Yes ! I would put all the money 
I could raise into the advertising.” 

‘‘Then you believe advertising is 
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the most important of all in business ?"’ 

‘* By all means. The biggest end of 
any business; it feeds the business. 
This sounds trite, but it’s so.” 

‘* 1)o you advertise yourself much ?”’ 

‘* Not half as much as I'd like to in 
a direct way. Yet the little self-adver- 
tising I do keeps my work piled up 
ahead of me.”’ 

THE PUBLIC A FRUIT TREE 

‘Which is the most important, the 
demand or the supply?” 

‘“‘Demand. People want a thing 
else you can’t sell it to them. But 
they don’t always know they want it. 
Tell them you've got it for them, and 
they say: Oh! yes; that’s just what 
I've wanted for years! Millions of 
jaws are always hankering after some- 
thing to chew; but the owners of the 
jaws don’t realize what is wanted until 
these shrewd chewing-gum men tell 
them about it. But there’s no use try- 
ing to argue people into what they 
ought to want when they don’t want it. 
You must take people as they are, not 
as they ought to be. The public is 
like a fruit tree ; some people are ripe 
and dropping ; all you have to do is to 
hold your apron and catch them. 
Others need a little shaking. Adver- 
tising shakes the tree. But don’t 
waste time shaking green fruit. Ad- 
vertising is to tell people what a busi- 
ness or an article will do for them ; to 
waken up their perceptions of the use 
and value of it; to make them thor- 
oughly understand how good it is for 
them. If it really is good for them 
you can usually make them see it, if you 
go about it right. If, after all, they 
won't have it you'd better change your 
tactics.”’ 

‘* Have you ever had the experience 
of starting a house that’ was doing 
nothing, and obtaining tangible results 
from advertising ?” 

‘*No; I never started a house ex- 
actly, but I stirred up an entire house- 
hold once by advertising a book of my 
own that wasn’t written, and selling 
several hundred copies at a dollar 
apiece while I was writing it. It was 

‘The Trade of Authorship.’ 

“The sale began before the first 
word was written, except the table of 
contents which I used in the ad. I 
said it was ‘in preparation,’ which 
was literally true. My mind had been 

reparing for it for years. I wasn't 
ong in writing it when I found it 
selling.” 

“‘Your experience in advertising 
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your own book suggests that a 
might build up a business out of 1 
ing by creating a demand throug 
vertising, and then supplying that 
mand afterward. Do you believe 
is possible in ordinary business ?’ 

‘* It’s possible, but it isn’t busi 
My book was all ready in my 1 
Practically I had the goods on | 
only they weren’t ‘done up.’ Nx 
were the buyers. The book wa 
right when it was done; I had 
dreds of grateful letters, and a b 
of good press notices ; not one of t 
was ‘worked.’ To this day chi 
cry for it.’’ 

*“*Could you do as well for 
clients, Mr. Dixey ?’’ 

“Yes! Better under the same 
cumstances. I have more experi: 
in advertising. That was years a; 

‘* By the way, what is your ex)x 
ence, Mr. Dixey?”’ 

‘*For the last twelve years I | 
been an editor, advertising mana 
and ad writer. I was adverti 
manager of the Zngineering Maga 
literary editor of the Vew York S 


Journal, and editor of 7reasure- 7 


Magazine for years. Before that, « 
tor and reporter on several country pa- 
pers, and a printer. During ali 
time I wrote more or less advertising 
matter. My start in the exclus 
business of ad writing was due to | 
encouragement of Mr. J. E. Pow 
with whom I became acquaii 
through an article of mine in PrRinN1- 
ERS’ INK, which pleased him. Iie 
has been my firm and consistent f: 
ever since. He sent many of my 
and best clients to me. He has 
kind things about me behind my 
and criticised me to my face—the ra 
and most valuable sort of friendlin« 
That is the sort of a man he is: f 
prodigal of time and trouble for ki 
ness’ sake. But in business he cha 
about a hundred dollars to wink 
eye. The wink is worth the m 
and gets it. To my thinking he is t! 
prince of business writers ; he do 
call his work literature, but it 
broadly speaking, and of a high « 
For a genuine nugget of English - 
read his memorial of the late A 
Wright. As a ‘writer on busin 
Mr. Powers stands alone.”’ 

‘*Should the writer be a literary o: 
a business man?” 

‘* Both. His capacity must be | 
sided ; one side is his knowledg 
human nature and business, the « 
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ommand of language. Just as 

| salesman ‘ knows his man,’ an 
ter must know his ten thousand 
or ten million—men, women and 
n. He must know the motives 
le in the mass ; and the special 

s which make them buy a par- 

r kind of goods. He must know 
xds, the essential, practical part 
He must know how to gain 

n instantly and interest people 
business he represents. He 
know what art will attract and 
wic will convince them. He must 
how to talk to them, he must 
exactly what a word or a phrase 
to his readers, as well as the 
ry meaning. I place a high 
te on the value of special disci- 
ind training in the use of lan- 
Notice two speakers before 
friendly audience. Both under- 
say the same thing, each in his 
way. One speaker pulls the 
nee round to his way of thinking ; 
nearly mob the other. One knows 
use words, the other doesn’t. 
right word or sentence in an ad 
worth thousands of dollars to 
idvertiser. I believe it’s an ad- 
r’s business to hunt that word till 
ts it. It pays. Nothing has 
ore valuable to me on the liter- 
le of this business than my long 
rience in writing for young peo- 
hat drilled me in putting diffi- 
ubjects in a simple, attractive 


got a practical familiarity with 
ess and with ‘ All Sorts and Con- 


of Men,’ as a very young 
though I’m not quite bald yet, 
‘tice. Years ago I was clerk 
okkeeper in an importing house 

. woolen mill ; was in the sewing 
ne, fire insurance and printing 
ss. I was a book agent ; I sold 
w curtains, stationery, cigars and 
tionery, novelties and advertis- 
For two short seasons I 
Bad one, I presume.”’ 
or stock com- 


pace, 
in actor, 
arn storming 


arn storming. Small parts, and 
nic opera, smaller parts still. I 
ike a pig under a gate, but drew 
ary on the strength of a hideous 
-up. I was assistant for a short 
to one of the best magicians in 
yuntry, and wrote the patter for 
of his tricks. ‘Patter’ is the 
rently off-hand conversation which 
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enlivens the trick, and, at the same 
time, is adroitly calculated to twist the 
heads of the entire audience in the di- 
rection the performer wants them to 
look at a critical instant. 

‘All this was many years ago, of 
course. A little bit of Bohemianism 
gives one a certain intimacy with human 
nature which isn’t obtained in any other 
direction and which is extremely valu- 
able to an ad writer, and I think these 
long past experiences helped to qual- 
ify me for my present work as truly 
as my more prosaic occupations in the 
last twelve years.’’ 

‘*What do you think of the busi- 
ness outlook ?”’ 

** Decidedly cheerful. All the coun- 
try needs is letting alone. All that 
troubles business is too much politics ; 
but affairs look so hopeful that I don’t 
believe that six Presidents and sixteen 
all working together, 
could put us back into the gloom of a 
year ago. I don’t anticipate a boom, 
but I think there will be a steady im- 
provement from now on, until some 
more ‘financing’ is shaken out of the 
bag.”’ 

** What's 
wrote ?”’ 


‘The 


Congresses, 


the best ad you ever 
latest. I try to do better 
every day. A man ought to do better 
work as he grows older. When he 
stops growing he'd better quit.”’ 
ADDISON ARCHER, 
—— 
THE TESTIMONY OF 
By Marco 
Anything that will convince the 
reader is what you want, and the testi- 
mony of a cloud of witnesses may and 
does help. There is a strong argu- 
ment in ‘It cures others, it will cure 
you”; yet we must not lose sight of 
the fact that the average person thinks 
he is just a little bit different from all 
the rest of the world; his case is 
always a peculiar one ; Bennet’s Sarsa- 
parilla may cure the majority of cases, 
but those cases are not like his; the 
ready-made suit may fit the crowd, but 
his form requires a special fitting ; this 
or tMat may perfectly satisfy all his 
neighbors, but he ought to have some- 
thing a little extra. This trait is de- 
veloped more strongly in some persons 
than in others, but we all have it toa 
greater or less degree, and the pro- 
fessional quack grows rich upon it. 
I have heard women in the street cars 
discussing their various physical ail- 
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ments, and have noted the pride with 
which one would say: ‘‘Why, Dr. 
Duck says he never saw a case so 
bad as I am,” and the other would 
reply: ‘‘ Why, that’s just what Dr. 
Fee said about me.” Opticians tell 
their patients, in a most impressive 
manner, that they ‘‘ never saw a case 
exactly like yours,’’ and the patient 
hands out the fee and goes out with a 
bounding heart ; he is different from 
other men, and he goes and tells his 
friends about it in a condescending 
sort of way. Newspapers cater to the 
same spirit when they put ‘‘ Special 
Correspondence” over every little 
dispatch from the country districts, and 
newspaper readers manifest the same 
when they turn up their noses at plate 
matter. 

In looking over the correspondence 
of a medical concern, I have been 
struck by the number of times people 
would write something like this: ‘‘I 
have tried almost everything, and, 
while they cure other cases, they don’t 
seem to help me, so I don’t think it’s 
much use to try your medicine.”’ 

Now, testimonials would do a case 
of that kind very little good. The 
man is thoroughly grounded in the 
belief that a kind Providence has 
singled him out as a special mark to 
have the disease in some new and un- 
heard of way, and there are thousands 
of — just like him. In the con- 
cern I have in mind, such a case is re- 
ferred to the doctor of the company, 
who writes the patient a personal letter, 
finds out the peculiarities of the case, 
if there are any, and then gives him 
the most plausible reasons he can, to 
show that their great medicine is 
especially adapted to the case in hand, 
and in almost every instance a course 
of treatment is sold. ~- 

Take the Pe-ru-na people and their 
recently adopted system of a ‘‘con- 
sulting physician,’’ who gives special 
and personal attention to every person 
who purchases a bottle of medicine 
and wants his advice ; isn’t this clearly 
a recognition of this principle? Of 
course, hereafter, a Pe-ru-na_testi- 
monial will carry more weight from the 
fact that it will bear witness to the 
doctor’s skill rather than to the value 
of the medicine. 

But the great trouble is that the 
testimonial system has been worked to 
death; there have been too many 


Death Destroyer for many people t 
have a great amount of faith 
supported testimonials of any kin 
even when they are signed by well. 
known names. Even churches 
which ‘testimony meetings'’ wer 
once much in vogue, have, to a ver 
large extent, dropped the practi 

Of course, no rule can be laid down 
by any one that will fit every cas 
it is not difficult for the observer t 
see that in the past the great trouble 
has been that advertisers have expected 
a set of testimonials to do all the work 
of advertising, while, in truth, they 
are only a part of their argument, and 
a very small part. It’s all righ 
be advertised by our loving friends, 
but we have to give our friends a 
chance to talk, we have to let the pub- 
lic know what they are talking about 
and it isn’t safe to suppose that the 
public is going to jump to the right 
conclusion, after hearing the talk 
Too often testimonials are used with- 
out a sufficient ground to rest upor 
frequently they are not driven hom 
and clinched, and, most frequently of 
all, they occupy space that could be 
used to better advantage. 

And space is valuable. 

And it weakens an ad to waste a 
single line of it. 

Make the ad as strong as possible 
tell the most reasonable story your 
business will admit of ; drive the trut! 
home with all the eloquence of Moses 
and the prophets, and if they hear not 
these, neither will they be persuad 
though you materialize a_ first class 
ghost to tell them how it was. 

Springfield, O. 


a 
CURIOUS ADVERTISEMENTS. 


The prize of one guinea, offered for the 
most curious advertisement selected from th 
columns of a newspaper, has been awarded 
for the following : 





REWARD of a free to America & 


justice 

my lands, nown as The Boot, Clondalk n, be 

tween 7 and 10 a.m., n.. on Wednesday, 3th October 

— TUTTY, Lower Baggott Street ‘Trish 
mes. 





Some other competitions are given below 





"he caer ni, htinclee A bey can be receives 

a@ small, schoo! after C ht stmas 

one third the fen if he shows especial prom: 

ise in cricket. oh ler ten and the son of 
a gentleman.—Church Times Office. 


A GENTLEMAN, having a quart or s0 of milk 
to spare, 





will deliver the same within « mile 


of Silver Street Station, in quantities of 10 lee 
than a ® pint, Post-card to Fairfield Road Tot 


people snatched from the jaws of, tenham Weekly Herald. ms 


eternity by a 25-cent bottle of the 





—Tit Bits. 
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You Read 
THE -- 


SUN 


and so does everybody else who wants 
the news—the real news—of the day well 
told and correctly told. And as a regular 
reader of THE SUN you know that it does 
more than tell the news well and correctly; 
it recalls to your mind many things that 
you had forgotten, which are suggested 
by this news of the day. A paper that is 
WORTH reading is worth advertising in. 


You read it—you should advertise in it. 


The Sun, New York. 
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Splendid Business Indorse- 
ment from D. L. Risley. 


Great Results 


FROM THE 


PHILADELPHIA 


-ITEM- 


Equal to 
Eight Other Daily Papers. 







That the Philadelphia Item should be pronounced equa! 
to eight other daily publications is a splendid indorse- 
ment and one which furnishes the strongest evidence of its 


widespread circulation in city and country. 
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Here is an unsolicited statement from one of the largest real 
estate dealers in the United States—Mr. D. L. RIsLEy: 
Business Manager the ITEM—We have been advertising our 
$100 five-acre farms at Estelle, N. ]., in your paper for the past 
four months and feel it our duty to give credit where it belongs. 
Out of 695 farms sold at that place by actual count from our 
books through advertising in eight other daily Philadelphia pub- 
lications, we have attributed 412 of this number to your valuable 
paper. We have, therefore, every reason to congratulate our- 
selves upon the merits of the Item as an advertising medium, 
and take pleasure in inclosing you check ($6.30) for a.continuance 
of our ‘‘ad.” D. L. RISLEY, 
Real Estate, Insurance and Conveyancer, 
211 S. Tenth St., Philadelphia. 
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S. C. BECKWITH, 


Sole Agent Foreign Advertising, 
The Rookery; Chicago. Tribune Building, N. Y. City. 
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Sand Potted, foetind Potind, fetnind Potnind fated, —. 


A Frog Jumps 


and so does a Hare, and the latter gets 


there first because it 


The man who 


advertises in 


..The Chicago 
Dispatch 


By Joseph R. Dunlop 


Covers the Most Ground. 
: 





will always reach the goal of 


success first because it 


Covers its Territory 
In a Complete Manner 


And accomplishes the 


Greatest good in the shortest time. 
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vou YOU YOU You you 


are a close observer. We want your good will. 
In discussing advertising if you will mention the 
facts and figures given below we will be obliged 
You can add with the utmost assurance that 


AMAL ALAM AMAL ALL 





THE PITTSBURG 
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is the best advertising medium in Pennsyl- 
vania, Ohio and West Virginia. It has the 


LARGEST CIRCULATION 


The August number of PRINTERS’ INK gave 
the 1895 circulation of the Pittsburg papers, as 
reported by the American Newspaper ny 
as follows: 


THE TIMES, = 60,313 
CHRONICLE-TELEGRAPH, - 47,653 
PRESS, - - 39,147 
FOST, - oe 30,649 
LEADER, - - 27,369 
DISPATCH, - 20,000 
COM MERCIAL-GAZET TE, - 17,500 


We are at the top and have held 
first place for a number of years. 


New York Office : The Pittsburg Times. 


74 Tribune Building, 
PERRY LUKENS, Jr., Eastern Manager. 
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PRINTERS’ INK. 


C. P. Huntington 


once said about railroads what 
many large advertisers feel about newspapers 


‘| Like 
A Proposition 


That Pays.” 


\nd that is exactly what we offer in selling adver- 
tising space. We can meet the proposition. It is 
a well-known fact that the 


Portland 


Oregonian 
Always Pays 


That’s one reason why it has so many friends and 
is so promptly and universally admitted to be the 
great representative paper of the Northwest Pacific 
Coast. 

Shall we submit estimates on your next adver- 
tising scheme to cover this rich territory ? 


OREGONIAN PUBLISHING COMPANY, 


H. W. SCOTT, Editor. H. L. PITTOCK, Treas. and Manager. 


<P> eo <a 


y 
Ss. C. BECKWITH, 
Sole Agent for Foreign Advertising, 
TRIBUNE BUILDING, NEW YORK. THE ROOKERY, CHICAGO. 
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H. Adams, Box 60, Redwood City, California. 
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ry You may think what you will 


rh 
KL 


of the new woman, but there 


a 





is only one opinion of the women 


of the New South. 








j SA. 
| Womankind 
ty e 
| +Womankind 
te So. 
i ra 
sb " ‘‘ That Model Home Paper,”’ 
i; { A) 
: | s@ will issue a special “ Southern Number” for October, 
/ it * in which the Atlanta Exposition, the women of the 
; Ht e South, and kindred Southern topics will be discussed 
ah ae addition to the usual features. WoMANKIND 
+t * will reach the women of 75,000 families this 
| a month—people who want it, and read it, and like it. 
: : g It pays advertisers. 
i ‘The Hostermay Publishing Company 
Bis ’ 
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Forms close Sept. 15th. SPRINGFIELD, OHIO. 
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Select the Good. 
Avoid the Bad. 


Most advertisers do some ad- 

vertising that pays well, some more 

that does not pay so well, and con- 
siderable that costs more than it 

brings. Our experience enables us to 

point out the media of the first class, 
teaches us to generally avoid those of 

the second class, and to positively 

shun all that great multitude of publications 
which seem cheap to the uninitiated, and 
swallow up such a great percentage of many 
an advertiser’s appropriation as to transform 
his investment from a profitable into a 
losing one. Years of familiarity with the 
newspapers and periodicals that are available 
for good work make our services valuable to 


an advertiser. If you have use for them 


« ADDRESS 
THE GEO. P. ROWELL ADVERTISING COMPANY, 


NO. 10 SPRUCE ST., NEW YORK, 
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ENGLSn- 
Hi ™ 
hg If you want your advertising made as good as 
Be it can be, I want to hear from you about it. If it 
4. € . . . 7 
EF can be made better | will do it for you. I write and 
fi illustrate advertising for some of the most successfu! 
pe advertisers in the world. I have the best artists, 
Heb and every other aid and advantage that belongs to 
tit a perfect equipment. My charges are fair. 
evi 
ae Letter of advice to retailers, $10. 
ay Letter of advice in other lines, $20. 
pit Office consultation (by appointment only), one hour or less, $10. 
: One illustrated medical ad with electro—according to size—$15 to $2 


Six medical ads, no illustrations, $60. 
Twelve medical ads, no illustrations, $100. 
Trade paper ads, $5 to $25 each. 

Magazine ads, $10 to $50 each. 

Thirteen illustrated retail ads, from $20 up. 


I can usually reduce these prices on a large ord: 


Chr re oe 
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PRINTERS’ 


THE PRIZE ADVERTISEMENT. 
FIFTH WEEK. 
In the fifth week of the competition 
the PRINTERS’ INK Vase, thirty-four 
ertisements were received in time 
consideration and report in this 
e of PRINTERS’ INK. The week 
notable for bringing the largest 
iber of advertisements thus far. 
all these the one here reproduced 
hought to be the best : 


rinters’ Ink 
ae” 


IS THE ‘‘ BUSINESS END”’ 
OF ADVERTISING. 








Advertising 





IS THE ‘‘ BUSINESS END 





OF BUSINESS. 


Printers’ Ink is the name of a journal 
published in the interest of business peo- 
ple. It treats advertising—the “‘ business 
end " of business—in a practical manner. 
It is contributed to by men who make ad 
writing a profession, and also the fore- 

ost advertisers in America, The ex- 
periences of these men, concentrated into 
1 volume, must be, and is, beneficial to 
every business man. There is not one 

sue of Printers’ Ink which does not con- 


HINTS IN 
MODERN ADVERTISING, 


nsequently every Issue is of benefit to 
every advertiser. Mr. Business Man, 
)u must not consider that because your 
ads are well constructed there is no 
eed of reading Printers’ Ink. There is 
ilways room for advancement in every- 
thing. Printers’ Irk is published to ad- 
ance advertising, and it gives you full 
value in knowledge of the art. Let your 
ads be up-to-date and they will sell goods. 
Send for sample copy—it’s free. 


After Dec. 31, 1805, the 
Subscription price of Printers’ Ink 
will be advanced to $5 a year. 

If you subscribe now, or before Decem- 
ber 31, you will have to pay only $2. The 
etter way is to send a check for $10, 
which pays your subscription up to rgor. 


GEO. P. ROWELL & CO 


to Spruce St., 
NEW YORK. 
[his advertisoment was written by 
. John L. Getman, of Herkimer, N. 
, and appeared in the //on Citizen, 
llion, N. Y., of Aug. 23. In accord- 


" ‘Yeceipt of these facts. 


INK. 17 


ance with the original offer, a coupon 
entitling the holder to a _paid-in-ad- 
vance subscription to PRINTERS’ INK 
from date of presentation to January 
I, 1901, the beginning of the twentieth 
century, has been sent to Mr. Get- 
man, and a second coupon of the 
same class was also sent to the adver- 
tising manager of the Citizen. 

Mr. Getman’s advertisement will 
be placed on file and have further con- 
sideration December next, as promised 
in the terms of the competition set forth 
in the 76-page pamphlet prepared for 
the purpose of fully conveying the par- 
ticulars and conditions of the competi- 
tion for the PRINTERS’ INK Vase. The 
pamphlet will be sent to any address on 
application. 

The thirty-three unsuccessful com- 
petitors passed upon this week each 
received a coupon good for one year’s 
subscription to PRINTERS’ INK, and 
have to be content with this very 
moderate compensation for the effort 
put forth. Each one, however, may 
find satisfaction in knowing that, al- 
though he failed to take first place 
this week, nearly twenty more oppor- 
tunities are still open to him, if he 
chooses to repeat his effort. 

So much interest is already awak- 
ened in this contest as to make it quite 
apparent that the twelve who finally 
come out ahead in the competition will 
have no reason to regret that ability to 
write a good advertisement had been 
acquired and put in practice. 

An advertisement written by Mr. 
H. J. Douglass, of Hallstead, Pa., 
which appeared in the Great Bend 
Plaindealer, of Great Bend, Pa., of 
August 22, was thrown out this week, 
because it had also appeared in the 
same paper a week earlier, for which 
insertion a coupon had been sent. 
There is no objection to entering the 
same ad in the competition any num- 
ber of weeks, provided the ad is in- 
serted in a different publication each 
week, 

An advertisement written by Mr. 
Clark Alberti, Crescent City, Illinois, 
has been entered, but nothing indi- 
cates in what paper or on what date it 
appeared. A coupon will be sent on 
Another com- 
petitor gives the paper, but fails to 
give the date, necessitating much un- 
necessary research on the part of the 
editor of PRINTERS’ INK. Hereafter, 
all ads not giving all the particulars 
called for in the pamphlet will be 
thrown out at once, 
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THE SCIENTIFIC PRESS. 


MEDICINE AND SURGERY, DENTISTRY, 
SANITATION AND HYGIENE, LAW, 
SCIENCE, ETC. 

MEDICINE AND SURGERY. 

The most reliable statistics give the 
whole number of physicians and sur- 
geons as 118,500, or one for every 550 
inhabitants. Of these, nearly 85 per 
cent are allopathic, 10 per cent homceo- 
pathic and 5 per cent eclectic. 

The American Newspaper Directory 
catalogues 190 newspapers and period- 
icals devoted exclusively to medicine 
and surgery. There are 12 issued 
weekly, 3 bi-weekly, 3 semi-monthly, 
148 monthly, 5 bi-monthly and I9 
quarterly. They are divided among 
the different schools in about the same 
proportion as the doctors. Some are 
general in character, covering all 
branches of both medicine and sur- 
gery, but the number devoted to spe- 
cialties is large and increases each 
year. The total circulation each issue 
of the entire 190 is estimated at 445,- 
org. 

The following is a complete list of 
all newspapers in this class reported in 
the American Newspaper Directory 
for 1895, with a circulation each issue 
of more than 2,000 copies. All the 
circulation ratings to which an asterisk 
is prefixed are guaranteed by the Di- 
rectory to be absolutely correct. 
Those not so marked are not guaran- 
teed. Their publishers making no 
definite report, they appear in the Di- 
rectory with an estimated rating ex- 
pressed by letters indicating that they 
are believed to have the minimum cir- 
culation for which the letters stand. 
In the following lists the minimum fig- 
ures are substituted for the letters. 


Weeklies, 


New vou. F N. Y...Medical Journal, *%9,750 
St. Louis, Mo...... Medical Review, 7,500 
New York, N Y...Medical Record, 7,500 
Chicago, nn deere Journal ot the 

Am. Med. Ass’n, 4,000 
Philadelphia, Pa.... Medical News, 4,000 


Medical and Sur- 

gical Reporter, 2,250 
Times and Reg- 

ister, 2,250 

Baltimore, Md......Medical Journal, 2,250 
Providence, R. I.... Atlantic Medical 


Weekly, 2,250 
Bi-Weekly. 
St. Louis, Mo..... «Med. Fortnightly, 7,500 
Semi-Monthlies, 


Am. Medico-Sur- 
gical Bulletin, 


New York, N. Y.... 
17,500 


PRINTERS’ INK. 


Monthiltes. 
Detroit, Mich...... Medical Age, 4 
St. Louis, Mo...... Medical Brief, *32,¢ 
Medical World, *2s, 


Philadelphia, Pa.... 
New York, N. Y.. 


Philadelphia, Pa.... 
Terre Haute, Ind.. 
Philadelphia, Pa... 
Boston, Mass..... 
Philadelphia, Pa.... 
Danbury, Conn..... 


Chicago, Ill........ 


Minneapolis, Minn..N 


Kansas City, Mo... 


St. Joseph, ite. epee 
Brooklyn, N. Y..... 
New York, N. Y.. 


Cincinnati, Ohio.... 
Philadelphia, Pa... 


Cincinnati, Ohio... 


New York, N. Y.... 


Memphis, Tenn.... 
New York, N. Y... 


San Francisco, Cal. 
Kansas City, Mo.. 

San Francisco, Cal. 
Chicago, Ill........ 


New Albany, Ind. 
Keokuk, Iowa...... 


Louisville, Ky ..... 
Boston, Mass ...... 


Ann Arbor, Mich.. 
St. Paul, Minn ..... 
St. Louis, Mo...... 


New York, N. Y.... 


Westfield, N. Y.. 
Toledo, Ohio....... 








.-Internat’l Journ’ 1 


of Surgery, 2 
Universal Med- 
ical Journal,  *r1o, 


-Journal of Ma- 


teria Medica, *1o, 
Med. Summary, 7, 
Med. Journal, *6, 


Med. Bulletin, *6, 
N. E. Medical 
Monthly, 4 
Med. Standard, 4 
North American 
Practitioner, %4, 


*thwestern Med. 
Journal, 4 
Am. Journal of 
Surgery and 
nzcology, 
Medieal Herald, 
Medical Journal, * 
.Der Hausdoktor, 
“e aceta Medico 
Farmaceutica, 4, 
Medical Abstract, 4, 
Trained Nurse, 4 
Medical Gleaner, *4, 


-Am. Journal of the 


Med. Sciences, 4, 
Therapeutic Ga- 


zette, 4 
-Ohio Medical 
* 


Journal, 
Eclectic Medical 
Journal, bg 
La Revista Med- 
ico-Quirurgica, *3, 
Medical Monthly #3,04¢ 


-Gaillard’s Medi- 


cal Journal, *3, 
Journal of Cuta- 
neous and Gen- 
ito- Urinary 
Diseases, 
Pacific Medical 
Journal, 


- Medical Record, 


Pac. Record of 
Medicine and 
Surgery, 

Western Medical 
Reporter, 2, 


-Medical Herald, 


Tri-State Medical 
Journal, 2, 

Medical Progress, 

Annals of Gynz- 
cology and 
Pediatry, 

Physician and 
Surgeon, 

Northwestern 
Lancet 2, 

Clinical Re rter, 
Medical and Sur. 
gical Journal, 2, 

Medical Era, 2, 

Am. Homeo. 
pathist, 

Am. Journal of 
Obstetrics, 

Journal of Nerv 
ous and Mental 
Diseases, 

Lancet, 


.- Formulary, 


Medical and Sur- 
gical Reporter, 2, 
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Annals of Surgery, 
U niversity 
Medical Maga 
zine, 

..Southern P 

tioner, 

eed, Via. cca Southern Clinic m 

as City, Mo... Medic al Areni a, 

und, Ore 
Bi-Monthiies. 

Ill... cccee Elektro Homeeop. 
Zeitschrift, 

Peoples ’ Medical 
Review, 

Homeeop. Journal 
of Obstetrics, 
Gynecology 
and Pzdology, 

Quarterlies, 

York, N. Y... Therapeutic 


adelphia, Pa... 


2,250 


ville, Tenn. racti- 


£0, 


Ind 


10nd, 


York, N. Y.... 


N Re- 
: view, 20,00 
Mich...... Leonard’s Illus- 
trated Medical 
Journal, 
Journal of Elec- 
tro Homeo- 
pathy, 
uis, Mo......4 A Sanhe al Opthel- 
mology and 
Otology, 
Y....Journal of Elec- 
tr o-T herapeu- 
tics, 
Notes on 
Remedies, 2,250 
The above 8 weeklies are given a 
nbined circulation each issue of 39, - 
the 2 semi-monthlies, 21,500 ; 
5 monthlies, 254,101 ; 3 bi-monthlies, 
36,750, ora 


De it, 


*10,000 


2,250 


New York, N. 


2,250 
New 


17,434, and 5 quarterlies, 
ibined circulation for the 74 publi- 


tions named of 376,785 ; leaving for 
116, each of which is believed to 
print less that 2,000 copies, a total 
ssue of 68,234. As the 74 of larger 
circulation alone allow between three 
and four copies for every physician and 
surgeon, it is possible that some of 
the estimated circulations have been 
placed too high. In British North 
\merica there are 8 medical journals 
ill monthlies—with a combined cir- 
ilation of about 3,000. No one is 
ieved to print as many as 1,000 
pies each issue. 
DENTISTRY. 

In this class there are 15 publica- 
ms—g issued monthly, 1 bi-monthly 
id § quarterly. Nine are given a 
rculation of about 400 each, 4 of 
out 800 each and the two remaining 
follows : “ 


Monthlies. 


iladelphia, Pa....Items of Interest, *9,000 


Dental Cosmos, *8,042 

There is but one dental journal in 

ritish North America. It has an esti- 
nated circulation of about 800. 


19 


SANITATION AND HYGIENE. 


Intimately connected with the medi- 
cal press, and edited in most cases by 
physicians, are the publications de- 
voted to sanitation and hygiene, in- 
tended for the higher education of the 
people concerning the laws of health. 
They number 32. One is issued quar- 
terly, semi-monthly and all the 
others are issued monthly. The fol- 
lowing is a list of all credited with 
more than 2,000 circulation 


Monthlies, 
; Dr. Foote 
Health M’ ‘ly *15,000 
Sanitary Era, * 10,000 
Healthy Home, *9,671 
Tenn.Woman’s Home 
Journal, 
People’s 
Journal, 
Battle C oe , Mich Good Health, 
New York, Y...Babyhood, 

Hail’s Journal of 
Health, 
Phrenolog 

Journal, 
Annals 
giene, 
Eh ccccose National Popular 
Review, 
American Cli- 
mates, 
P opular Health 
Magazine, 
Journal of 
giene, 
Sanitarian, 
Health Journal, 


one 


New York, N 


Athol, Mass 
Chattanooga, 
*8,875 
Chicago, II Health 

7,500 
7,500 


7,500 


7,500 
z ical 

4,000 
Philadelphia, Pa.... of Hy- 

4,000 
Chicago, 


* 3,000 


Baltimore, Md 
New York, N. Y.. Hy- 
Dallas, Tex 

There are two monthlies only of this 
class in British North America, each 
with a circulation of about 800. 


2,250 


LAW. 

Of the 55 law journals published, 6 
are issued daily, 23 weekly, 2 semi- 
monthly, 20 monthly, 3 bi-monthly and 
1 quarterly. Their combined circula- 
tion is estimated to be 132,271. The 
dailies have a local circulation, and 
are intended chiefly for announcing 
court calendars and legal news of 
local importance. No daily be- 
lieved to print as many as 1,000 copies 
regularly. The weeklies are both lo- 
cal and general in circulation and char- 
acter, and those, issued less frequently, 
give decisions of the Supreme and 
Appellate courts, and such other news 
as may prove of general interest to 
the practicing attorney. The follow- 
ing is a complete list of law jour- 
nals credited with a circulation of 
2,000 and over : 

Weeklies, 


St. Paul, Minn...... National Report- 
er System, 


is 


*29,287 
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Boston, Mass....... Banke: and 
Tradesman and 
Mass. Law Re- 


porter *14,510 
St. Louis, Mo...... Central Law J'l, *5,000 
Omaha, Ss chat Mercury, #5,000 
New York, N. Y...Court Journal, 4,000 
Albany, N. Y...... Law Journal, *2,500 
Chicago, Ill........ Legal News, 2,250 
Monthiles. 

New York, N. Y...A merican 
Lawyer, *11,500 

Detroit, Mich...... Law Students’ 
elper, *5,866 

New York, N. Y...Mercantile A d - 
juster, #5,000 

Detroit, Mich...... Collector and 


Com’! Lawyer, *4,508 
New York, N. Y...Lieber’s Manual, 4,000 
Kansas City, Mo...Lawyer and 


Credit Man, *3,000 
Chicago, Ill........ Law Journal, 2,250 
Boston, Mass....... Green Bag, 2,250 
St. Paul, Minn..... Land onl Title 

Register, *2,250 
New York, N. Y...University Law 

Review, 2,250 

Bi-Monthlies, 


Washington D. C..Gourick’s Wash- 
ington Digest, 2,250 
St. Louis, Mo...... Am. Law Re- 
view, 2,250 
In British North America there are 
six law journals, no one having 1,000 
circulation. 


:; SCIENCE. 

Under science are grouped scientific 
papers, strictly so-called, as well as 
those devoted to some particular branch 
of science, but which appear entitled 
to this classification also. Hence we 
find here the Lsoteric, Microscope, 
Monist, Life and Death, Archaeologist, 
etc. All told, these journals number 
56, and have a combined circulation 
of about 122,762. Only Ig are cred- 
ited with as much as 1,000 circulation, 
and only the following with as much 
as 2,000 : 

Weeklies, 
New York, N. Y...Scientific Ameri- 


can, 40. 
San Francisco, Cal..Mining and Scien- 


tific Press, 2,250 
New York, N. Y...Science, 2,250 
Semi-Monthly. 
Cleveland, Ohio....Scientific Ma- 
chinist, 4,000 
Monthites. 
St. Louis, Mo....... Word and Works, 20,000 
New York, N. Y...Popular Science 
ere ®9,000 
Phrenological 
Journal, 
Popular Science 
ews, 4,000 
Philadelphia, Pa...Am. Naturalist, 2,250 
Conservator, *2,000 
Bi-Monthly. 


Philadelphia Pa..,Annals Am. Acad. 
Political and So- 
cial Science, *4,000 
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Quarterly. 
Chicago, IIl........ Monist, 

These twelve give an aggregat« 
culation of 97,750, leaving to be 
vided among the remaining 44 a 
culation of 25,012. 


ELECTRICITY. 

The electrical periodicals are 
creasing in number and import 
more rapidly than those of any ot 
class. There are now 20 of them 
well printed and nearly all illustra 
Eight are issued weekly, 11 mont 
and one is a semi-monthly. Tog: 
they give a circulation each issu 
about 40,000. The following are a 
credited with a circulation of 2,0 
and over: 

Weeklies, 
New York, N. Y... Electrical World, *: 
Electrical En- 
gineer, 
San Francisco, Cal..Mining and Scien- 
tifie Press, 
Chicago, Ill........ W’st’n Electrician, 
New York, N. Y...Electrical Age, 
Electrical Re- 
view, 
Electricity, 
Semi-‘ionthly. 
New York, N. Y...Progressive Age, 
Monthly. 
Chicago, Ill...... --Electrical Indus- 
tries, 
ENGINEERING AND MINING. 

These two branches are so closely 
connected that nearly every journal i: 
the one class belongs in the other as 
well. Together they number 40, with 
a combined circulation of 108,779. 
Mining is made most prominent by 1 
of them and engineering by 24 
These last again may be subdivi 
into 14 devoted to general, 5 to ra 
road, 3 to electrical and 2 to stationar 
engineering. The following is a 
of all of both classes credited wit! 
circulation of over 2,000: 

Weeklies. 
New York, N ¥--ouiagesing and 
Mining Journal, 4, 


Engineering News 
and Am. R. R. 
; Journal, 
San Francisco, Cal..Mining and Scien- 
tific Press, 2, 
Chicago, Ill,........ Black Diamond, 2, 
Semi-Monthly. 
Chattanooga, Tenn. Tradesman, 4,412 
Monthiles, 
New York, N. Y... Locomotive Engi- 
neering, *24, 
‘ower, *20, 
Engineering Mag- 
azine, 12, 
Scranton, Pa.......Colliery Engineer, *5,042 
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..Cassier’s Maga 
zine, 
Southern Engi 
neering and 
R. Journal, 
Railway Engineer 
ing and Mechan- 
ics, 
Stationary 
neer, 
Am. Engineering 
anc our- 
nal, 


Engi 


rk, N.Y 


of the three newspapers in 
ka, the Juneau Alaska Mining 
/, weekly, circulating about 400 
s, appears in this list. 
British North America there 
journals of this class, 
yned circulation of abort 
have a circulation of 2,000 copies 
viz. : 
Monthiies, 
peg, Man.....Western World, 
Sanadian En- 
gineer, 


are 
with a 
12,000. 


ver, 


* 4,083 


2,000 


HISTORY. 
less than 24 publications—r12 
nthly and 12 quarterly—are histor- 
Some are local, others general, 
still others genealogical. Their 
ned circulation is about 35,000. 
following is a list of all given over 
) circulation : 
Monthliies, 
Historia, 
New Amsterdam 
Gazette 
Granite Monthly, 
. Magazine of Am. 
History, 
Quarterlies. 
Clyclopedic Re- 
view of Cur- 
rent History, 
ia, Pa..../ Am. Cath. Q’t'ly 
te on 


*11,750 


3,500 
*2,829 


, MECHANICS, IMPLEMENTS AND 
MACHINERY. 

he class journals representing these 

stries are of necessity grouped in 

family. ‘They number 51, and are 

ished, 1 daily, 13 weekly, I 

kly, 4 semi-monthly and 32 quar- 

Their combined circulation each 

is about 205,700. The following 

1 list of all given over 2,000 circula- 


bi- 


Weeklies. 
York, N. Y... oe Amer- 
40,000 
Poon “Machinist, 12,500 
. . esa 
10,000 
Farm m Sechinery » *10,000 
-lron Age, 
Metal Worker, 
Age of Steel, 


7,500 
*7,500 


4,000 


INK. 
Chicago, Ili Industrial 
Journal of 
merce, 
-Am. Manufact 
urer, 
Semi-“lonthly, 
Cleveland, Ohio.... 


W 
( 


Pittsburg, Pa.. 


Ma- 


Scientific 
chinist, 


' 
Ind.... 


Mishawaka, Power and Trans 
missi 
-Nat’al 
man, 
. Roofer 
ner, 
Safety Valve, 
Minn, 4 arm Implements, *6, 
= +r Techniker, 
‘Dinie, 
We odworker, 
-Blacksmith and 
Wheelwright, 
M: anufé acturer and 
lilder, 
‘ oy ney 
Metal und Eisen 
Zeitung, 
R'way Engineer 
ing, 
Implement Trade 
ournal, 
Wi rker, 
n Industry 
(Gazette, 
. Spokesman, 
- Implement Age 


ge, 


n, 
Kansas City, Mo Thresher 


New York, N.Y and 


Tin 


Minne - ‘* 
New Y« 

Atlanta, — 
pe — Ind.. 
New Yo y 


Mich 
Ill 


Detroit, 
Chicago, 


Kansas City, Mo 


Buffalo, 


vodwo 


Cincinnati, Ohio... 
Philadelphia. Pa 


ANTIQUES. 

There is but one publication in this 
class, the Good Hope, IIL, 
Antiquarian, a bi-monthly 
small reported circulation 


{merican 
of very 


NUMISMATICS. 

There are but three journals in this 
class, two quarterly, of which 
does not insert advertisements, and 
one monthly : 
Philadelphia, Pa.... 


one 


Mason's Illustrated 

Coin Magazine, 

PHILATELY. 

Of the 21 journals of this class 19 
are published monthly and 2 weekly. 
Their combined circulation is 20, 300. 
The only ones credited with as much 
as 2,000 circulation are : 

Weekly. 
Be. c0000 Mekeel’s 
News, 
Monthlies, 
Philatelic Journal 
of America, 
- Philatelist, 
Collector, 


St. Louis, Stamp 


4,000 
St. Louis, Mo 
2,25 
<harleston, S. C ? 
New Chester, Pa 


ENTOMOLOGY. 
There are two journals in this class, 
both monthly, viz. : 
Cambridge, Mass... Psyche, 
Philadelphia, Pa....Entomological 


News, 











agit ee 

















GEOLOGY. 
Represented bya single publication, 
issued monthly : 
Minneapolis, Minn. American Geologist, 40 
MICROSCOPY. 
Three publications, all monthly. 
The one of largest circulation is 


Washington, D. C..Am. Microscopical 
Journal, 800 


NATURAL HISTORY. 
Two publications, both new and 
both issued monthly : 


Oregon City, Ore... Naturalist. 
Portland, Ore...... Oregon Naturalist 


ORNITHOLOGY. 

Three monthlies and 2 quarterlies 
are the only representatives of this 
science. They have a combined cir- 
culation of about 6,000, The only 
one credited with as much as 1,000 is 
a monthly, the 
Albion, N. Y....... Oologist, * 4,167 

SAMPLE COPYING AND PRE- 

MIUMS. 


ADDISON ARCHER ASKS E, C. VICK OF 
THE WEEKLY ‘‘ RECORDER” ABOUT 
HIS FREE CIRCULATION EXPERI- 
MENTS—SAYS THEY PAID ADVER- 
rISERS AND HELPER THE ‘“ RE- 
CORDEK”” — SAYS PREMIUMS ARE 
NOT PLAYED OUT—HIS PREMIUM 
BUSINESS EQUAL TO HIS CIRCULA- 
TION RECEIPTS. 


The weekly New York Recorder did 
a vast amount of sample copying last 
year. It sent out several million cop- 
ies to the unprotected addresses which 
it had secured. 

Mr. E. C. Vick, the manager of the 
weekly Xecorder, told me, the other 
day, that he intended sending out a 
hundred thousand sample copies a 
week for six months, beginning next 
autumn. 

‘*What is the circulation of the 
weekly Recorder, Mr. Vick?” 

We claim to have a hundred and 
twenty thousand.” 

‘Then your sample-copy circula- 
tion last winter was many times as 
great as your regular circulation ?” 

** Didn’t you have any trouble with 
the post-office people ?” 


“ 


** Did you succeed in getting much 
advertising for your free circulation ?” 
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‘** Yes, considerable.” 

‘* Did your advertisers find 
pay?” 

* Ves.” 

“It’s the general impression 
free circulation does not pay.” 

Chat impression prevails 
among those who have never give 
a fair trial. We shall have more 
vertising this year than we had 
from those advertisers who ay 
themselves of our free circula 
Chey found that our addresses 
excellent buyers.” 

‘“Where do you get your acd 
es?” 

‘* Wherever we can. We had 
Madame Ruppert’s and many 
advertisers. We took addresses ev 
where that we thought would be of 
kind to bring us subscribers.” 

** Did they?” 

oy Yes.” 

‘* How many?” 

Mr. Vick hesitated and didn’t s 

‘** What proportion, then—how 
out of a million people to whon 
send free copies ordinarily send 
their subscriptions?” 

‘**T really can’t say. You see 
increase in our circulation is di 
our premiums as well as to our 
copying.” 

‘Some people say premiums 
piayed out ; how do you find then 

** Excellent. We do overa hui 
thousand dollars a year in premiu 

** That's equal to what you get 
your circulation ?” 

* Fully.” 

‘** How do you figure out that t 
is value in free circulation ? ’ 

‘** The recipient of a sample co; 
almost any publication will at 
open it and look it through. We 
sure of that. They will read the 
they read the premium offers. S$ 
times they read the publicatio: 
and the premiums later; so that 
sometimes get an order for the p: 
inclosing a dollar, and then, a n 
or two later, another letter aski 
they are not entitled to a premit 
that they didn’t see the premium 
at first.” 

** How do you account for the 
that so many old and experience 
vertisers find free circulation o 
value?” 

‘They haven't tried it under 
right conditions; they haven't ¢ 
it a fair show.” : 





ADDISON ARCHE! 








Charles Austin Bates, 


1413, 1414, 1415 Vanderbilt B’ld’g, N. Y. 


Plans, Advice,Writing and Illustrating for Advertisers. 


[here are two departments for advertisers in 
my business—general and retail. 

| have assistants in the retail work. 1 direct it; 

it; lay it out; furnish the ideas; say how it 
shall be done, and it doesn’t leave the office till I 
say it is right. 

| know when it zs right. 

My retail department is thoroughly equipped. 
Plenty of room-—the best writers I know of—refer- 
ence books—thousands of the best retail ads duly 
classified and indexed—a file of all the retails ads | 
have written in the past three years—about 500 
stock cuts with which to illustrate ads for those who 
do not care to pay for original designs—a good ar- 
tist to make original designs when they are wanted. 

| think the department is complete, but if any- 
body will tell me of anything else that it ought to 
have—I'll buy it, if it’s buyable—most things are. 

In this department I propose to give retail ad- 
vertisers exactly what they want. I propose to give 
them the best retail ads they can buy with money. 
| propose to charge them exactly the right price for 
them. 

[t is nonsense to try to make a certain fixed price 
on work that varies so much. There is more profit 
to me in some retail ads at $1 each than there is in 
others at $3 each. . 

Tell me what you think you want and I'll quote 

rice, 


In my general work- “ but that is another story.’ 
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IN BUFFALO. 
Burra.o, Aug. 27, 1895. 
Editor of Printers’ Inx: 

Calling in at Seeger’s Emporium the other 
day I found him busy with a pencil in one 
hand and Printers’ Inx in the other, jotting 
down points for an advertisement, and, ina 
joking way, I remarked: ‘ That’s where 
you get the many bright ideas to embellish 
your ads with, is it?’ and he unhesitatingly 
admitted that it was. It is unnecessary to 
add that he has an enormous trade in furni- 
ture and house furnishing goods, due to his 
liberal filling of newspaper space with telling 
and fetching ads. 

The Household Outfitting Co. have a 
puzzle running in their ads that is creating 
quite a commotion judging from the number of 
solutions they receive. It is merely a square 
cut into six odd shapes, and the twenty-five 
persons who first put it together accurately are 
entitled to prizes. epresentatives of the 
press will open the sealed envelopes in one of 
company’s show windows in full view of the 
public. 

One of the large street car signs of Ripans 
—one gives relict — was purloined out of a car 
the other day, and with the word one 
scratched out, was tacked up in front of 
Rapin’s, the florist, and after several mendi- 
cants had applied for help in rapid succession, 
he comnieelltte doorway must be chalked, and 
went out and discovered this standing invita- 
tion to tram “ Ripans gives _ 

Buffalo is blessed wi with a baby Bazaar, and 
I have long admired its advertisements. It 
is not big or bold but brings results and pays 
for itself. It is only two lines under the 
head of personals, and reads: ‘“‘ Babies first 
long or short clothes, patterns for soc.,’’ and 
it does a business amounting to many thou- 
sand dollars a year. Another small ad that 
has attracted my attention many times is kept 
running in the “ want ”’ columns of the dailies, 
and offers for sale a boy’s Golding job print- 
ing press. Apply to American Type Founders’ 
Co., 83 Ellicott st. It has been in so long 
that it leads one to the conclusion that it must 
be a “blind ” for advertising amateur outfits. 

MARGIE. 
— +o 
AN OLD ADVERTISEMENT. 
New York, August 24, 1895. 
Editor of Printers’ Ink: 

1 inclose herewith a clipping of an adver- 
tisement 136 years old, that is something of a 
curiosity. Such ads remind us of the great 
— that are taking place as the years 
roll by 





PHILADELPHIA STAGE-WAGGON, and New 
York STAGE BOAT performs their Stages 


twice a week. 

JOHN BUTLER, with his w: gon, sets out on 
pendeye, from his House, at of the 
Death the Fox, in tui “Siey, and 
Griven the ame day to mton Ferry, when 

Francis Holman m 
Brunswick, and the passengers and 
shifted into the waggon of Isaac 
he takes them to the New Blazing Sear 
Fitzrandolph’s, ‘the same day, whine Rubin ne 
randolph, with a boat wel ‘suited, will receive 
them, and take them to New York that night. 
John Butler returning to Philadelphia on 
day with the passengers and goods delivered by 
Francis will again set out for Trenton on Thurs- 
day, and Francis Holman, etc., will carry his 

passengers and goods, with the same expedition 
as above New York. 

March 9, 1759. 


Phila. Weekly Mercury. 





W. E. Scort, 





A SUGGFSTION. 
Cuar.eston, S. C., August 23, 
Editor of Printers’ Ink: 

From an experience of several y« 
country journalism | have come to t! 
clusion that the volume of adverti 
smaller than it ought to be because th« 
age retail dealer does not know how t 

advertisements. The remedy is that 
wheleualedeaien, when he shipsa consig 
of goods, should send a line of adve 
matter with it—just as do the publis 
the various coupon scheme books that ha 
been sold to newspapers in recent 
The general adoption of this method 
help the wholesale dealers as well as 
the publishers and would prove a v 
stimulant to business. The method 
ploy ed by some wholesale men, but it 

made a regular feature of business 
W. W. Batt, 
Mng. Ed. Charleston J 


A PERTINENT QUE STION 
Str. Louis, Mo., Aug. 23, 1895 
Editor of Printers’ Ink: 
In your issue of Aug. 21 you make } 
E. Powers say a ow deal about adv 
ments being absolutely honest. There 
doubt that Mr. Powers is right. But « 
question arises as to the integrity of the news 
matter published in the said papers. Does 
the quetey of news affect the advertising 
dium? Should not the advertiser caref 
choose the papers he employs, whether t 
be ne rons de honest and clean in their pu 
tions, as he is in the composition of the a 
vertisement? Is the question we offer 
be considered in buying newspaper - 
doesn’t it make any difference? Perha 
sensational, unreliable newspaper is the best 
Who knows? E. C. Mouton & ( 
- +o 
NAME THE BOOKS, 
SPRINGFIELD, Ohio, Aug. 21, 1895 
Editor of Printers’ INK: 
I am a reader of your magazine, and a 


ask for suggestions I send you one tha to 
curred to me. As you know, doctors, law 








yers, preachers, etc., each have’ their libraries 
I think advertisers 


suitable for their work. 
and ad writers do the same, or ought to, ar 
it occurred to me that an article on thi 

of a library, giving names of books 
pS ne pone «tm found useful, » 

be instructive to the readers of your maga 
zine. I have never noticed such an article 


but I may have overlooked one ; if so, pa jon 
I think Geo. P. Rowell’s ad 
writer has found AZsop’s Fables quite useful, 


the suggestion. 


judging from the last page in Printers’ [Nk 








M. Petricrew 
CIRCULATION STATEMENTS IN ENG 
LAND 


Circulation statements in Englan 
usually attested by the affidavits of 
accountants, who are employed from t 
time by many newspapers to make the 
vestigations and report on them, just a 
would on the condition J a business 
man who expected to buy 

The reputation of these accounta 
sufficient to place their statements | 
doubt. Their business itself necessitat 
solute accuracy in their reports. 5S 
system in America would extend cont 
in proved circulations.—Xesults, 



































P 


ike 


PRINTERS’ INK. 25 


IN INDIANA. 
i Wait.ey, Ind., August 22, 1895 


f Printers’ Ink : 
ncinnati recently I saw the following 


in 


2 bold letters on a bill-board. 





BUY MY 
WAGONS .. 


AND HELP ME GET RICH. 


JOHN H. MICHAEL, 
STH AND SYCAMORE STS. 





CuHarLes M. WIENER 


CORNING SARCASM. 
Cornina, N. Y., Aug. 26, 1895. 





tor of Printers’ Ink: 


lay 


chant of our city has placed a fair 
ne on a basket of peaches, and on it 


scribed the words, “ Pinch This.’’ A 


buff merely to those who are forever 
peaches and other fruits as they are 
i in front of the stores. I thought 


1 this connection it might be a good 
r the store keeper to place on his } ee 
apiece of fly paper bearing the words 
n This,” to — 

Ww 


the same 
. CANNON. 
——_+-+ 


HERE WAS NO ROMANCE IN IT. 
W. Kearn, one of the best-known 


in Indianapolis, and a member of 
State Senate, was at the Holland 


yesterday. Mr. Kearn told a funny 

ncerning his visit in Paris. It was a 

f a ludicrous blunder, owing to his 
rance of the French language. 


nt last summer on the Lakes, and 


here I read Carlyle’s history of the 


Revolution, and I was much im- 


with it. When I reached Paris I was 
| of the romance, and said to myself: 


I 
1 


, an 


am on the soil where patriots bled 
i, and the most heroic deeds in the 


history were done. I went to asmall 
d after cleaning up a little I went to 


astroll. I came to a stone wall in the 


ece 


st 


f 
J 


1 te 


f my walk which was a beautiful 
the builder’s art. Carved deep in 
was this phrase: ‘ Defense d’affi- 
knew very little of French, but I 
) reason with myself. I said, ‘Here 


great defense has been made!’ 
must have been a defense, because I 


‘afficher’ to mean that either the gee 
| resisted officers or the officers had r 


word. Then I read on and inter- 


c- 
e people, and that this stone wall 


een erected to commemorate the 


turned to a guide and I asked 
had fought there and what the stone 
a monument of. He looked at me 
zled way, and I pointed to the words 
ed him impatiently what they meant 
stolidly: ‘Post no bills.’”""—N. Y. 


oo 


SNYDER'S PERSPICACITY. 


P 


W. Perry, of Rawlins, Wyo., writes, 
ute of August 19: “I exhibited a 
RINTERS’ _ to John Snyder, one 
st advertisers. He at once subscribed 
r. He said it was the best publica- 


the subject of advertising that he had 


n, 


POLITENESS AS AN AD. 


I havé been shopping, and while I started 
out with the usual reluctance, I think I got 
some new ideas about the value of polite- 
ness. My wife and I went into a department 
store and the polite floor walker directed us 
to the proper counter at which to find the 

oods we were looking for, and the salesgirl 
Com to show them, when the proprietor of 
the store came along in company with a gen 
tleman, and as he passed us he remarked in a 
very audible voice: **By ———, I don't 
know what in the h I will do about it !"’ 
and passed on, and so did we, and a sale was 
lost. 

At another place I asked the languid lady 
behind the counter for some half hose, and 
she asked me what price I wanted to pay, 
and I concluded to purchase hose somewhere 
where it was no trouble to show goods. 

Then we went to another store, and the floor 
walker met us at the door, conducted us to 
the proper counter, addressed the salesgirl 
politely, calling her “‘ Miss,’’ and asking her 
to please show the lady the goods, and when 
the purchases were completed and we turned 
to leave the store, the floor walker gave us a 

leasant adieu and an invitation to call again 

Yow all this polite attention might a 
been from a selfish desire to make money, 
but it is pleasant, and when I see the big ads 
of that firm in my daily paper they bring 
with them a pleasant memory, while the just- 
as-big ads of the other two bring to mind a 
vulgar, foul-mouthed proprietor, or a languid 
and lazy salesgirl. This sort of an impres- 
sion, I presume, is not at all uncommon with 
a good many people, and according to whether 
it is pleasant or the reverse depends, in some 
measure, whether a given person will return 
to the advertiser or not. 

At another store, where they were not busy 
just at the moment, the proprietor came up 
and talked pleasantly while we were looking 
at the goods, talked about the relative merits 
of two pieces, and gave his reasons for 
choosing one of them, « called our attention to 
something new, and asked us to come back, 
all of which did not amount to much in the 
course of a lifetime, but made the visit to the 
store a pleasant one. 

At another store | made a small purchase, 
and after getting home concluded to dupli- 
cate it, and sent a little girl for the article, 
with the result that she was charged a larger 
price than I paid. The transaction involved 
three cents, but it showed that the store 
keeper was not to be trusted, for if he would 
overcharge a child he would not hesitate to 
cheat an adult if opportunity offered. 

Some stores make one feel out of place, be 
cause the floor walkers and salesgirls ar 
noisy, and make a constant uproar with th 
cash boys, while others are quiet, and have 
well-bred air that makes it a pleasure to dea 
at their counters. 

The point I want to make is that big ads 
are not all that is necessary to make a store 
successful, even when the ads are backed 
with goods that fill every representation 
Goeg manners and politeness are valuable 
adjuncts, and unless they are in evidence no 
permanent patronage can be built u 

Micier Purvis. 
- i ad 

Tue advertisement that pays best is the 
plain, honest, forceful talk, written just as 
if the writer was talking to the reader face 
to face—a statement of facts. There is 
nothing in the world so interesting as facts, 
especially the facts of business.—Chardes 
Austin Bates 
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THOUGHTS ON WANT ADVERTISING. 
By Free Lance. 


Contributors to Printers’ INK have some- 
times dilated on the sameness that character- 
izes much of the want advertising in our 
newspapers, as an indication that this branch 
of advertising has not developed as much as 
others, without considering whether there is 
really any possibility of development. Per- 
pom: ty I believe the want advertisement 
will always remain in its present form. 
First, because it comes from the common 

ople, who are not otherwise advertisers, and 
feos consequently no conception of the prin- 
ciples that underlie the science, and secondly, 
there does not appear to be any necessity for 

ny better form. 

the employer who desires a certain em- 
ployee would hardly be influenced by a well 
written ad. What he desires is an employee 
who can do his work properly, and in most 
cases there is no other method of discovering 
an applicant's capability than by giving him 
atrial. The man who desired to pay fifteen 
dollars a week would not be induced to em 
ploy one demanding twenty-five dollars, 
simply because the latter’s ad was a triumph 
of the ad-writer’s art. 

In view of all these circumstances, I be- 
lieve there is little if any, field for the de- 
velopment of the want ad. 

It has always seemed a curious fact to me, 
why the man who seeks help is charged 
twice as much as the man who seeks employ- 
ment. It costs no more to set up the “ help 
wanted”’ than it does the “ situation wanted.” 
In most cases, of course, the man seeking 
help is better off pecuniarily than the man 
seeking employment; but is this a fair basis 
on which to found rates ? 

My newsdealer tells me that he sells twice 
as many Worlds during bad times as he 
does in good times. He ascribes the increase 
to the fact that in bad times more persons 
buy the paper for the “help wanted’’ adver- 
tising in it. During the Christmas season 
his sales dwindle very low, which he ex- 
plains by saying that at this time most peo- 
ple have employment. My own observation 
convinces me that a fairly large proportion 
of the World’s circulation, and of papers of 
similar character, consists of people out of 
situations, who buy it for its want advertis- 
ing. Circulation of this kind is not the most 
desirable for an advertiser. 

I have sometimes heard it said that the paper 
which prints the most “ wants ”’ is the best in a 
city. A little reflection will show how absurd 
this is. But there is little doubt in my mind 
that the paper which is the greatest receptacle 
for “‘ wants ” is most beloved of the common 
people—and occasionally of the most com- 
mon people. Sometimes, however, a paper 
that is distinctively different gets a large 

want advertising patronage. he Herald 
stands next to the World in the extent of 
business of this kind, yet the two new spapers 
are very dissimilar and reach very dissimilar 
constituencies. 

Often one can judge the character of a 
newspaper by the character of its want ad- 
vertising. he 7ridune is full of advertise- 
ments calling for coachmen, tutors, high- 
class cooks, etc., showing at a glance that its 
readers are well to do. Certain Western 
papers have “ personals’ which indicate at 


once the character of their readers. Straws 
show which way the wind is blowing, and the 
wise advertiser will glance over the want ad- 
vertising when he is in doubt as to the class 
which a paper reaches. 


PRINTERS’ INK. 


WHAT HOLDS A CUSTOMER 

The answer may be made in one 
Service. That means a satisfied patr 
pleased with the quality of goods, ma: 
delivery, the aokes of rendering a 
the courtesy of attendants, the style 
store and its service, the personnel 
establishment, the prestige or general 
tion of the store. 

If all these and other minor det 
pleasing, they will retain customers, 
regardless of prices. Customers mu 
confidence in a store if they are hel 
dence is based upon character, and t! 
slow growth, but easily destroye 
building of a good name for a store 
work of years. The beginnings of 
great houses which to-day enjoy pu 
fidence were small and the start w 
many years ago. Frequently s 
competitors leap into the arena and « 
to start upon a Looe rega 
of the facilities and c 
houses, but almost leveriahly th 
Growth is as much a part of the deve 
and maturity of business life as of 
and plant life.—Hardware. 

—\!_- 
WINDOW AND ADVERTISING 

Some men fail to appreciate the 
advertising. because they do not un 
the principles that underlie it. Thei: 
ence may have been unfavorabl 
their ignorance of the art. Susine 
who put a card in the newspaper and 
there week after week and mont 
month, without giving it further a 
do not reap the Senelits they woul 
handled it with the same care that the 
narily give their show windows. A s 
ful merchant does not fill up his 
windows with goods and leave them 
a change week after week and mont 
month, and yet we sometimes find 
adve rtisers who do that with the spa 
occupy in the newspapers.—Newsfa/ 





Classified Advertisements 


Advertisements under this head, twolines 
withvut display, 25 centsa line Mi 
handed in one week in aduance 


WANTS, 
I OW to make money evenings sent 
Circular free. THE ADAGE, Buffa 


Serr E copies of | papers of any kind 
P.O, Box 08, New York, will be careful! 


W BCONSIN AGRICULTURIST, Raci: 
Advertisements at 20 cents a line f 
circulation, guaranteed. 


fy yurchase, a weekly newspaper 
pant in a town within 50 miles 
York. Address “ H.,” Printers’ Ink. 


SS. wanted. Sample copy of Cups 
i rticulars for six cents. THI 
PUB. CO., 407 Nassau Chambers, New Yor 


N EW YORK special representative of 
A tant dailies, about to open Chicaz 
wants cay le man as manager there 

“ SPECIAL,” care Printers’ Ink. 


\ ’ANTED—To buy, a “complete seco! 

country printing outfit, with cylind 
and job office combined. Send invoice a 
tom price to HUGO PRILL, Central City 


Gruss py WANTED Printer and new 
n all-round man, qualified f 

position 4 »mar nship » country office pr: 
PRINTE R,” 14% Michigan Ave., Chic ae 


E DITORIALS written for daily or week 
mapers (Republican or Independent 

red), by editor of ery reasouable Add in CP. Ne 

city. Terms very 

care Printers 


UST purchased HERALD. Want first-class, all- ADDRESSES AND ADDRESSING. 
J round practical man for half interest and to 
e charge mechanical department. Refer ETTERS for sale or rent. Cash paid for all 
coand $1,000 to $1 500 required. Best oppor- 4 lines of fresh letters. Write for lists and 
unity in State. HERALD, Depew, N. Y. prices. H.C. RUPE, South Bend, Ind 
{! DVERTISING MAN~— We want at once a thor- [= best yet. The freshest, best and authentic 
Fey Be xperienced man to solicit advertis- agents’ and caavassers’ addresses, not usec 
for a Bee ae second to none in its line. yet,at#2 per M. Have 15M. The lot, prepaid, for 
d man could easily earn from $50 to $100 per $25. Different States. They want goox paying 
k. None but hustlers need apply. Answer agenciesnow. No cheap names. 8. M. BOWLES 
k, with references, addressing “S. L. J.’ Woodford City, Vermont 
ters’ Ink. a — 
\\ ANTED—A brisk " suemactio young, now ~ PRINTERS, 
maper man, with $2,000 cash, to purchase a a — - 
tourth interest in a well established daily AN BIBBE R - 
weekly paper in a city ot s0,e0 people, and Printers’ Roliers 
ing. Purchaser to take charge of advertis- ‘ BUYS 100,000 white 6x9 circulars. Writé 
and or irculation. Address “W. A.,” care §?°? ELECTRIC PRESS, Madison Wis, 
Printers’ Ink 
por one check book, 1,000 checks, 3 deep, well 
=Ri 0) WILL secure a good position and a one bound, perforated and numbered, my ‘price 
third interest in a well established js¢6.00. WM. JOHNSTON, Manager Printers’ Ink 
ly newspaper and job printing business ina Press, 10 Spruce St., N. Y 
ving New England city. Want a partner who 4 ? : 
i take charge of the newspaper, solicit ads and | Ooo NEAT business cards for $1.50. [have 
k after things gene o— ~ when necessary b on hand a large quantity of fine bris 
Must be a RT printer or ne wspaper man tol board. While it lasts 1 will fill orders at the 
iress “ PUBLISHER,” care Printers’ Ink. above price. Cash with the order. WILLIAM 
JOHNSTON, Manager Printers’ Ink Press, 10 


NE 14 I started the first of a series of adsto Spruce St., New York. 
work up circulation of the Seneca DIsPaTcH 


untry weekly of 700 circulation. Results . - — fey ? 
st week, 8 cash | ($1.00) subscriptions ; 2d week ADVERTISING NOVELTIES. 
h 


th we 22; Sth week, 12; 
7th week, 13; 8th week, 35; 9th Fok the holic ays or advertising, Mlusion Puz 
; 2; total, $190in ten weeks zle, 2c. Box 223, Rose, N. ¥ 
ive consecutive issues of the DisPaTcH give DVERTISING blotters ted. $2.54 1.006 
full series with results each week Sent to A pe nen _ 2 gos yy - ese poset 
“ me for $1.00. D. W. GAHAGAN, Publisher, with order. V. 1. AARON & CO.. Printers and 
Seneca, Mo. Stationers, 358 Dearborn St., Chicago, I 


\ ANTED—An experienced newspaper man to >0x the purpose of inviting announcements 
take editorial charge of a morning news of Advertising Novelties, likely to benefit 
er soon to be started in a rich suburban field reader as well as advertiser, 4 line< will be in 
‘a stock company now being organized. Must aed >this head once for one 
able to subscribe to the capital stock to the serted under this head on F One Gosia 
tent of at least $5,000 (total capitalization fj EMORARD. M PADS—Ruled or plain. Any 
$30,000), An unexcelled opportunity, ina pleas- . size to order, in quantities, at 
healthful city, for capable man with small pound. Fine quality re 
unt of capital looking for an opening. Un- Cash with order. GRIF “LL 
niable refererces essential. Address“ INDE- CO., Embossers, Ho: 
ADEE,” nse Feanieey ak. 66’ I°HE fellow that knows it all” is satisfied 
ee — ec a but for folks who are secking new ideas 
NEWSPAPER INSURANCE. we have many suggestions in pees and ad 
. > wawnr —_ » . vertising specialties ~oks, sheet music, games 
r= Sere Soe, a wards off business oto State your business and we will know what 
death. 100,000 monthly. tosend you. THE CURRENT I'UB. CO., 10% Fil 
—-- +o ——_- bert St., Philadelphia 
PREMIUMS. + 
»REMIUMS for newspapers. The best thing ADVERTISING MEDIA 


out. Write for prices and circulars. Man- , pacer op F 
factured by JAMES CUNNINGHAM,Dushore, Pa. aa YANK, Boston, Mass., 100,000 monthiy. 


& CADY 


> * TAR — Daily, only daily three counties 
PAl PER. s fifty towns. Rockland, Me 


PLUMMER & CO. furnish the paper for 3 SRP ——— : =~ 
M. this magazine. We invite c coomead ( ack | ager EDITION, Sot “+ sont K FaRM 
e with reliable houses regarding paper of al! will be read by over 2 ” farmers 
ids, 45 Beekman St., New York ’ you advertise in Ohio you will get results 
For particulars address H. D. LA COSTE, 38 
MAILING MACHINES Park Row, Hew Torx. 
NY person advertising in PRINTERS’ INK 


(stamps or m. 0.) Pelham weiion : a. . he abn wer genes 
$1. ate Mailer, postp’d. I’ 1; 1,000 PAB tT, hn #10 is entitled to 1 iv 
ur; saves 2 —- writing no type lis ts unique 
uidress label. ADAMS & BRO., Topeka, Kan 66 7 N her Post INTELLIGENCER Seattle has one 
of the four great papers of the l’acific 
Coast.””— Harper's Weekly 


“> 


Sys 


> 

BILLPOSTING AND DISTRIBUTING. 
I OFFER advertisers papers that bring results 
y . 


P, PRINTZ, ceRatoe of advertising matter, H.D. LA COSTE. 38 Park Row, New 
730 9th St., N. E., Washington, D.( Agent for good mediums only. 


( ‘{RCULARS, samples and all kinds of advertis N all America there are only eight semi-month 
ing matter distributed at reasonable prices. I lies which have so large a circulation as th 
)». G. DORNER, 8% Marion St., Cleveland, © WISCONSIN AGRICULTURIST, Kacine, Wis 


— 
. “ RE you advertising in Ohio! We invite your 

TO LET, A atiention to the Dayton Morxine Times 

, ic Rh — circulating 4,500 copies daily ; the EVENING News 
y ABE, Reston, Space. " 9,500 copies each issue, and the WEEKLY TIMES 
. News, 4,500 copies; are resentative fam 

\ ’E have for reut, at 10 Spruce St.,twocon- ily newspapers of Dayton, and with their com 
necting offices, one large and one small bined circulation of 14,000 copies daily thor 

They are up only one flight of stairs and are well- oughly reach the homes of that section. Dayton 
chted and the pleasantest offices in the build- isa prosperous city of 80,000, and the News and 
“. Size of large room about 20x24; smaller, Tres are long established journals, and have al 
x5. If wanting such offices, please call and ways enjoyed to a marked degree the confidence 
talk about price, ete. Will be  Sitted up to suit and support of the best people in Dayton. Ad 
Address GEO. P. ROWELL & ¢ dress D. LA COSTE, 38 Park Row, New York 































MERCANTILE LAW, 


YAVANAGH & THOMAS, Omaha, Nebraska, 
lawyers and usters.’ Collections of job- 
bers handled anyw ere in lowa or Nebraska 
with success; 2,000 of the leading Eastern job- 
examine our reporte every week. Are rec 
ommended by all credit men as the best system 
of watching their trade. Write us. Reference, 
. & J. Sloan, New York City. 
ee 





ADVERTISING AGENCIES 


QTANL UEY DAY, New Market, N. J. ApVERTIS- 
‘ ER’s GUBDE, 25c. a year. Sample mailed free. 


A; NY responsible advertising agency will guar- 
antee the circulation of the WISCONSIN 
AGRICULTURIST, Racine Wis., to be 25,000. 
| or wish to advertise — te S —~ bere 
any time, write to the a WELL 
ADVERTISING CO., 10 Spruce St., New" York. 
Sima 








MISCELLANEOUS. 


N her Post-INTELLIGENCER Seattle has one 
ofthe four great papers of the Pacific 
Coast.”— Harper’s Weekly. 
y TISCONSIN AGRICULTURIST, Racine, Wis. 
Only English agricultural paper printed 
in Wisconsin, Established 1877. 


UILDER AND CONTRACTOR reaches archi- 
tects and contractors in Southern Califor. 
nia. GEO. LAWRENCE, Pub., l.os Angeles, Cal. 


++ 


FOR SALE. 


™-LINE advertisement, % WISCONSIN AGRI- 
o i RIST, Racine, Wis. 


$1 = lines. 50,000 copies proven. 
WOMAN'S WORK, Athens, Ga 


[ BROORLTIO ormes + Illinois ; cash. Reasons 
for selling. A *tLL.,” Printers’ Ink. 


66 JN her Post-INTELLIGENCER Seattle has one 
of the sn Weekly. papers of the Pacific 
Coast.” Harper's 
{OR SALE —Complete country ig ng te and 
»b office, nearly new, Weste 
ool | mma caned down. Big opening. 8. J. McMIL. ran 


ica, N. 








a printing press 3 cheap. One single Clause 

prints four or eight pages, seven or 

eight columns wide; in use l - over @ year; in 

perfect condition; a great bargain. STAR- 
SAYINGS, St. Louis. 


WILL buy a well-established even- 
R6 O06 ing ne or ina Central Cali- 
fornia city na over %. population ; will pa: 
live newspa man $3,000 a year; wiil “inelnde 
complete jo office hn $5,000 more ; both will pay 
$5.000 is ay isfacto reasons. Address 
“CALIFORNIA, ” printers’ nk. 


SU. PPLIE: ES. 





7 AN BIBBER’S 
Printers’ Rollers. 


INC for ca ae BRUCE & COOK, 190 Water 
4 8t., New Y 


reaasen. Rolls or sheets. First « poly. 
Write A. G. ELLIOT &Co., Philadelphia, 


& TANDARD Foundry printing outfits, 
type, original rders. 200 Clark St., Chicago. 


DDRESSING wrappers" in exchange for go 
space is m a. TOWNSEND, 408 E. 
at.., Minneapolis, 


= PAPER is ciated with ink manufact- 
ared by the W. D. WILSON PRINTING INK 
co., Ltd, 4 ps bell St., New York. Special prices 
to cash buyers. 
p° zoe know that I have the most complete 
jon of brass rule in the world When 
you want anything in os brass rule line write me 
about it. P. H. BRESNAN, Successor to Walker 
& Bresnan, 201 to 205 William 8t., N. Y. 
QIMPLIFIES labor. Increases , oe rofit. If you 
‘ want or need power, we can supply you with 
t, perfectly 


hi . 
Gas ENGINE CO., 911 Weinut stot Philadelphia. 


ILLUSTRATORS AND ILLUSTRATIO) 


H. SENIOR & CO., Wood Engravers, 108pr 
St., New York. Servic Service good and prom 


(uTs for npwapeeer, er, book a ane catalogue i!! 
trating by up- »-date methods. See our sj 
imens and —— SANDERS ENGRAVING (vO 

St. Louis, 


| ANDSOME illustrations and initials for ma 

Be gs weeklies and general printing 
ver inch. Sample pages of cuts free. AME}! 
YAN ILLUSTRATING CO., Newark, NJ. 


I RAWINGS to fit your ads. pate outli 
drawi are fifty cents ; desi etc 
more. Satis’ RAT no pay. Let's hear tre 
you. R. L. WILLIAMS, ca L. & T. Bldg., Wash.,D 











BOOK Ss. 
( LD books bought a and sold. Send stamp for 
list. Address A. J. CRAWFORD, 312 Nort 
7th St., St. Louis, Mo. 


[DANGER SIGNALS, A manual of practical hints 


for general advertise Price, by mail 
cents saavens PRINTERS INK, 10’ Spruce § 
New York 


4 ie BOOKKEEPERS- -The Osborn Method ir 
creases collections , decreases losses ; mak: 

po customers; saves labor; reduces nun 
r monthly statements ; makes reputation and 

— a pay for oat ee No circular 


nk 2 
THE é 1SBORN co., a Dearborn St., Chicago. 


A MERIC AN NEWSPAPER DIRECTORY fo: 
1895 (issued June th). Describes and rx 
ports the circulation of 20,395 newspapers and pe 
riodicals. Pays a reward of $25 5 for every cas 
where a publisher is not accorded a circulation 
rating in accordance with facts shown ~ hi 
statement in detail if signed and dated, and $1 
reward to the first person who shows any such 
statement to have been untrue. — ly a pages 
Foam Five Dollars ; 31 cents extra for postage if 
forwarded by mail. Address GEO. P. RROWEL! 
& CO, Publishers, No. 10 Spruce St., New York 





-- 
ADVERTI SEMENT CONSTRUCTORS. 
APT ads. CURRAN. 


IX retail ads, with cuts, R. L. CURRAN 
S lll W. 34th S » Be ®. 


CHINK winners , you send now. After 
Oct. 1 $1 each. * "2454 F’kford Av.,Phila 


r 000 &PAGE booklets for $35. CHAS. A 
0» WOOLFOLK, 46 W. Main St., Louisville, Ky 


( ‘YATCHY readers and por car signs writte . 
for $1 each 10 for $1.50 . KR. L. CURRAN, 11 
West 34th St., New Yor! 


fp CSinEss literature interested! I assume al! 
details of writing and printing. CLIFTON 
WADY, Somerville (Boston), Mass 


Tes only writer of exclusively medical and 
d g adve rtising. Advice or samples free 
UL YSSES -M ANNING, South Bend, Ind. 


| vE on rent prices to fit the work. Generally 
I'll write 13 squibs or 6 is displa; = 

#5. One for the a aang eG 3 BAGL Y, 

1th St., Philadelphia. 


\ Y ads draw the reader on with a sweet vio 
i lence, whether they will or not ; 3 retail ads 
asa ie If ne, do ) suit, money back. ( 
J. BARLESS, N 


SAFE rule to follow : No matter who does 
s the hey my Sect yoms age, circulars or book 
lets, be sure to M. JOHNSTON. of Print 
ers’ Ink Press, do the bes Tay 


\ RITE me your advertising troubles. I like 
to hear, study and meen thee. In the an 

swer il give Fy. an ad you can use. F. B. BAG 

LEY, 212 5. 25th St., Philadelphia. 

( YONTRACTS for - advertisements a year. 


E L. SMITH, Codman Bidg., Boston, Mass 


“é M.. SCARBORO The ads you prepared for 

me some time ago were very effective » 
trade bringers. When i need more T shall eo! 
on you.” David Cliffe, Florist, Germantown, Pa 





























PRINTERS’ INK. 


TILE ads of 0. 20, 30 lines are what I do best. 
. General advertisers can have specimens. 
.. CURRAN, il West 34th St., New York. 


VILL write you 5 neat ads about your bus, 
“an give directions | as to composition for 
k. One Send stamp for “ 
of It.” iF ANE ‘WINCHESTER, 162 Ash. 
rd St., aS 4, N.Y. 


R $10 I will print “1,000 8p page booklets, using 

, good quality of heavy linen pao and any 
f ink you may desire. dust accom- 

order and copy. Proof furnished. Address 

LIAM TON, Manager Printers’ Ink 
10 Spruce St., New York. 


\INT conceits, hints and ideas (copyrighted) 
r advertisers and advertisement writers 
iborate. “Hot cakes!” Catch ‘em going! 
ne and two-line headers—thirty for $1 per 
hb. One subseriber only each town 5,000 
GEO. W. MARSTON, Portsmouth, N. H. 
HE difference in cost between effective adver 


tising and poor advertising is small. Live 
rtisers prefer to pay the difference. Every 


ertiser can afford ° pay — for po nee a his 
as it should be 7 
» risk by doing ft 
N. J. 


He 
Pauls- 


ectively 
BROW N, 


.e P 


EPARE \4-page_ ‘magazine ads for $5, in 

ide a little line cut, and give an electro of 

tiread —- set up ; }¢-page ads, $8.50; 

$15. I have been the ad w Do pov of an ad 

y which mahen a spec ialty of m ine ads 

chest grade. R. L. CURRAN, 111 West 4th 
shew York. 


| ENRY HOLMES—5 ad: and 5 cuts for $2. For 
retailers only and only once. to each—after 

that $5) for 5 ads and 5 cuts ‘ash with order 

very time—money back if you — it. Book 

= ns at srepeeente prices on 

m~ ‘Orders cash—waste 
HE RY “HOLMES 17 Tookmes St., 


a. t 
pe W. MEREDITH & CO., jobbers in wines and 
1. liquors, East Liverpool, O., say this week 
We consider the ads that you wrote for us, also 
e booklet you prepared for us, the best and fin- 
est we have ever seen. They were the best busi- 
ness bringers*we ever used.” Let me add pulling 
gth to your announcements £'? SCARK- 

), 48 Arbuckle Bldg., Brooklyn, N. Y 


u’re in business and advertise, I'd like to 
rrespond with you. My business is to in- 
e your business and to build up my own. 
yest business-bringer is advertising, prop- 
y written and placed. I do both as well as 
man is capable of doing. If you think there's 
ie in my work, you pay its value—nothin 
Will you write! F. McC. SMITH, L. ar 
Buil ling Washington, D. C.; Equitable Building, 
Baltimore. 
WRITE truthful, brief, explicit ads on any 
subject Medical ads, circulars booklets, 
riticism on books and literature. 1 write the 
kind that sells goods. 1 write English, plain, 
ry-day, simon pure Anglo Saxon. I live away 
n the metropolis, but I have my brains here ; 
u get the advantage of that in the form of ve 
ynable prices. Uncle Sam attends to our cor- 
ndence safely. Send plenty of data. Ad- 
« CHARLES J: ZINGG, Farmington, Me 


N athlete and a bicycle get on well together 
first time they meet. Athlete, like other 
le, can’t stay on, but he don’t fall off, jumps 
gets no bumps. He is cautious because he 

ves with energy ‘and boldness and swiftness. 
cessful business man takes up the use of ex 

t advertising without full control of it, but 
ut mishaps. He is vigorous and eager and 
hesitate at trifles. I prefer to do business 
business men who mean business and have 

nergy. I writeads. R.L.CURRAN, 111 W. 34th 

New York. 


E cover of my new 20-page booklet is printed 
n three colors, and the booklet proper in 
I will write a similar one for any business 
r$%. For st 2.000 the charge would be 
~. | have about 1,000 copies left, and live adver 
an have one for as - mt stamp. BERT M 
S, Box 283, Brook! N.Y. I ne sam ples 
1 dinch single co tT illustrated medical 
For writing the ten ads and furnishing ten 
charge $40. The cuts, of course, at that 
are not made from original drawings, but 
are good cuts, nevertheless. na fide 
al advertisers can have these ' samples free. 
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PRESSWORK. 


I* you have a Jong run of presswork it will 
pay Sg to cone ae Largest press-room 
in the cit Bes’ ork. Most reasonable 

prices. F ERRIS BRC 78. “pa 330 Pearl St., N. Y. 

+oo+——___ 
PRESS CLIPPINGS. 

St THERN CLIPPING BUREAU, Atlanta, Ga. 
Press clippings for trade journals and adv’rs. 
‘HE CHICAGO P BESS CLIPPING BUREAU, 

36 La Salle St.,Chicago. 40 expert readers 

Patrons all satisfied. We can help push your 

business. Write. N. Y. Office, Equitable Bidg. 


ARRANGED BY STATES. 


idvertisements u nder this head, two lines or more 

without display, 25 cents a line With display or 
black faced eo the price is 60 cents aline. Must 
be handed in one week in advance 


ARKANSAS. 
FOR SEVENTY-SIX YEARS 


The Arkansas Gazette 


Has been the leading newspaper published in 
the State. It is issued from the State Capital, 
which is the educational and business, as well as 
the geographical, center and distributing point, 
with a population of 40,000 people. Judicious ad 
vertising in the columns of this paper usually 
brings profitable results. 


CALIFORNIA. 


ALw ‘YS AHEAD—Los Angeles Tres, So. Cal.’s 
- great daily. C Circul ulation Lover 14,000 








“HE great California fruit-growing district of 
which San Jose is the center is thoroughly 
covered by the San Jose MeRCURY. Sample cop- 
ies free. For advertising rates in daily or 
wee! kly addres: ss San. Jose, | Cal. 


THE WAL VE, San Francisco, 

leading Pacific Coast so- 
ciety, literary and political weekly. 9 
186-187 World Bldg, New 
York, N. Y.. sole agent 13, 000 pM 


Cal., the 


- HE EXAMINER has a a larger daily circulation 

than all the other morning papers in San 
Francisco combined, and the largest circulation 
of any daily west of Chicago, while the weekly 
EXAMINER has the highest circulation yet ac- 
corded to any paper west of the Missouri.—-From 
Printers’ Ink, iss issue of July 3, 1895. 


GEORGIA. 


( O% Ay ‘paper in. Fi 


ette County. Circulates in 
three. FAYETTEV 


TLLLE (Ga.) NEWS 


IOWA 
( UALITY as well as quantity are ecrmat 
considerations for an advert The 
GRAPH, Dubuque, Iowa, gives its patrons = th 
Many of the largest and leading advertisers are 
represented in its columns. 


LOUISIANA. 
W. PRESBYTERIAN, New Orleans, weekly 
over Ala., Ark., Fla., La., Miss., Tenn., Tex. 
MAINE. 
"THE | 


HOME TREASURY, Augusta, Maire 
proves 50.000 copies per month. __ 


MASSACHUSETTS. 


By CENTS for # words. 6 days. Daily Enrrex 
PRISE, Brockton, Mass. Circulation 7,000. 
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MICHIGAN. 


PRINTERS’ INK 


OHIO. 








r Vas 800 DEMOCRAT Sault Ste. Marie, Mich. 
t should be on your list 


T= Mansfield (Ohio) News ; proved circu 
—daily 3,000, weekly 5,000 ‘copies. 





sauinaW Cou RIER-HE RAT D. Daily, 6,000 ; 
Sunday, 7,000; weekly, 14, 
S- ,AGINAW COURIER aenatt 5 is delivered di- 
rectly into the homes by its own carriers. 
QAGINAW COURIER HERALD, largest cire’n 
9 in No. Mich. Full Assoe’d Press dispatches. 
GAGinaw Evening and Weekly NEWS. Larg- 
est circulations in the Saginaw Valley, Mic 
QAGINAW COURIER-HERALD is the leading 
s newspaper in Northern Michigan. Issued 
mornings except Mondays, Sunday and Weekly. 
Daily, 6,000, est. 1870; ‘Sunday, 7,000; Weekly 
14,000, est. 1857. Saginaw (pop. 60,000) is the third 
city in Michigan. For further information ad- 
ress H. D, LACUSTE, 38 Park Row, New York. - 
ACKSON (Mich.) PATRIOT, morning, evenin 
e Sunday and twice a week. The leaders 
their respective fields. Exclusive Assoc jated 
Press franchise. Only morning newspaper in 
this section. All modern improvements. Rates 
reasonable. The leading advertisers in the coun- 
try are represented in the ParTriot’s columns 
Information of H. D, LACOSTE, 38 Park Row,N.Y. 


MISSISSIPPI. 


HE WATCHMAN has a large: circulation 

throughout the Southern States, and is a 
splendid advertising medium. a for ample 
copy and advertisin, rates. t. . M. WALK 
Publisher, Williamsbu 


6 SCRANTON = a gem of a 
country weekly newspaper, published in one 
of the most prosperous lumber manufacturing 
and truck farming c —— in a. oy —_ 
advertisements for its columns. Adc 
SCRANTON ENTERPRISE, Scranton, Miss. 


MISSOURI. 
Kk ANSAS CITY WORLD, daily exceeding 25,000, 
3 Sunday 30, 000. 


R®4cz doctors — MEDICAL FORTNIGHTLY 
2 does it be it best. 1006 Olive, St. Louis. — 


MONTANA. 
Re LIVINGSTON ENTERPRISE ; eight pages; 
all home print. Circulation exceeds 1,000, 


“ANACONDA STANDARD. Circulation three 
times greater than that of any other daily 
or Sunday paper in Montana: 10,000 copies daily. 


NEW JERSEY. 


OPULAR ‘adv. mediums : Bridgeton (N. J) 
Ev’a News, 3,600; Bridgeton (N. J.) DoLLaR 
WEEKLY NEws, 1,600. Rowell guarantees cire’n 


THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - 15,500. 

Advertisers find {T PAYS! 


NEW YORK. 


UEFEN OF FASHION, } New Vork City. 
) Issued monthly. A million copies a year 


ELMIRA 
TELEGRATI1. 


ELMIRA, N. Y. 


Known Circulation Over One Hundred 
Thousand Copies Weekly. 



































A. FRANK RICHARDSON, General Agent. 
Rooms 13, 14 and 15 Tribune Bldg., New York City. 





I ARGEST cire’n of any Prohibition pa; 
4 nation: BEACON AND NEw ERa, Springtic | 
JSINDLAY (0.) REPUBLICAN is the best new 
paper in all respecis published in any %.\% 
PY A in the My States. Circulation—daily 
3,000 ; weekly, 2,000." 


PENNSYLVANIA. 
NVHE P erry County Trwes has the largest 
lation in Perry County, Pa. 
T RE PATRIOT, Harrisburg, Penna. | 
hird year. Politics, independently | 
qunth Leadi paper at State capital; 6% 
daily, 5,000 weekly. Rates low. Population 4 \« 
. B RIGHT, < Crisp p Local News served up y 
efternoon in attractive shape, with now a: 
then a picture of some one well known in « 
affairs, has been the secret of the success « 
Chester Times. It is acknowledged as the |x 
local daily in Pennsylvania. WALLACE & 
SPROUL, Chester, Pa. 


RHODE ISLAND. 


7a HOME GUARD, Providence, R. I. 
ear. Circulation 50,000. 


SOUTH CAROLINA. 
































THE: ‘daily edition of THE STATE, Colum)ia. 5 
, is the most popular paper in a hu 

South Carolina towns. The semi- weekly « 

reaches over 1,000 post-offices in South Car: 


TENNESSEE. 


OU THERN STOCK FARM'S Centennial eit 
* will be read by over 200,000 farmers. 


TEXAS. 


ue NEWS, Bonham, Texas, hhs the largest 
weekly circulation in Fannin County 


VERMONT. 
port Burlington FREE PRESS has largest |a 
Weekly cire’ ulation in Vermont 


VIRGINIA. 


‘|°HE STATE, Richmond, the leading ev 

paper in a community of 125,000 px 
publishes full Associated Press dispatches, 
alive, up-to-date family newspaper. New 
agement, typesetting machines, new pres 
many improvements. Greater local circu 
than any other Richmond daily. Prices for <) 
of H. D. D. LAC SOSTE, 38 Park Row, New York 


WASHINGTON. _ 


SE ATTLE TIMES. y i. 














QEATILE TIMES is the best. 
& 





GEATILE POST INTELLIGENCER. 


‘| HE TIMES is the home paper of Seattle's 60, 
4 people. Fa Po a 
SEATTLE’S afternoon daily, ¢ the Tomes, ha: 
the largest circulation of any evening «| 
north of San Francisco. 


6 TN her Post-INTELLIGENCER Seattle b 
of the Sone reat papers of the | 
Coast.” — Harper eekly. 


SPOKANE SPOKESMAN- REVIEW 


Only morning pape’ onsolidation SPr.KPs 
MAN and REVIEW. = — seaaeas morning 
field. No competitor within 500 miles. P.:uls 
tion Spokane, 1881, 500 ; 1894, 35,000. The pa»! a! 
present history of Spokane has been mary 
its future will be the wonder of Western 
zation. The Review isthe recognized ex; 
of all the best interests of Spokane and t! ast 
country tributary to it. 
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PRINTERS’ 


WISCONSIN. 


W TISCONSIN AGRICULTURIST, Racine. Wis. 
Only English ricultural paper printed 

in the State. Rates only 2 cents a line. Circu 

lation over 25,000 





CANADA. 


ppHE largest circulation in New Brunswick is 
enjoyed by the PRoGREsS,a weekly issued 


at St. John.— From Printers’ Ink, issue of May +, 
1895, 





MEXICO. 


{N Mexico evangelical literature is scarce. 
There are few books and fewer periodicals. 
Hence the leading evangelical paper, EL Faro, 


is thoroughly read. Apartado 305, Mexico City 


so. & CEN. AMERICA. 





Pp PANAMA STAR & HERALD 
Most important journal in Spanish America. 





CLASS PUBLICATIONS. 


Advertisements inserted under this heading, in 
the appropriate class cost 25 cents a line, for euch 
insertion. One line, without display or black 
Saced type, inserted one cmap 52 weeks, for #13, 6 
months for $6.50,3 months for $3.25, or 4 weeks 
for 31. Display or black-faced type charged at 50 
‘cents a line each issue, or $26 a year, or #24 
month, for each line of pearl space occ om by 
the whole advertisement for the publisher w he 
does not find the heading he wants one will be 
made to specially fit his case. 


AGRICULTURE 

HOME AND FARM, Louisville, Ky. 

BREEDER AND FA MER, Zanesville. 

PACIFIC RURAL PRESS. n Franc the 0, cal. 

WISCONSIN ret LTURIST, Racine, Wis. 

WISCONSIN AGRICULTURIST, Racine, Wis. 

A.P.A 

A. P. A. MAGAZINE. 
ready. 100 large quarto f¢ 
monthly. None free. San | 

~ ART. 

ART LEAGUE CHRONICLE, Leavenworth, 

BAKERS AND (€ ONFEC TIONERS. 

SUPPLY JOURNAL, 173 Chambers St., New York 

CARRIAGES AND WAGONS. 

THE WUB, 247 Broadway, New York. 
The leading monthly, containing all that 
pertains to the art of carriage building, 
and cire palates’ all over the werld. - 
HE 'B NEWS, 247 Broadway. N 

y paper published in. a 
icle mfr. and dealers. 


5,000 cire ulation r 
yearly, 2 
rancisco, ri dal. 


New. 


Kan. 


COAL TRADE JOURNAL New York City. 
COMMERCIAL TRAVELERS. 
THE COMMERCIAL TRAVELER, St. Louis, pub- 


lished in the interests of and circulates among 
commercial travelers. Bona fide cire’n, 4,650. 


DANCING. 
THE BALL ROOM, Kansas City. 


FASHIONS. 


QUEEN OF FASHION, N. | N. Y. City. 
ee ney: A million copies a year 
THE WAVE, San Francisco, Cal. 13,000 weekly. 


FRIENDS. 


chen - 4 
FRIENDS’ INTELLIGENCER, Philadelphia. Es- 
tablished 1844. Circulation 3,500. 


HISTORICAL, 


THE AMERICAN HISTORICAL REGISTER, a 
Monthly Gazette of the Patriotic Hereditary 
Societies of the United States of America. Send 
for advertising rates and om ncopies. 120 
8, Sixth St., Philadelphia, I 


Semi-monthly. 


INK. 


DRUGS AND CHEMICALS. 
WIS. DRUGGISTS’ EXCHANGE, Janesville, 
HOMEOPATHY. 
HOMC2OPATHIC RECORDER, Phila., 
' HOUSEHOLD. 
WOMAN’S FARM JOURNAL, 
JEWISH 


JEWISH SPECTATOR, Memphis, Tenn., and New 
Orleans, La. Oldest, largest, best, most widely 
circulated Southern Jewish paper 


LARGEST CIRCULATIONS 
ELMIRA, N. Y., TELEGRAM : Over 100,000 weekly. 
LITERATURE 
THE WAVE, San Francisco, Cal 
LUMBER. 
80, LUMBERMAN, Nashville,Tenn. Covers South 
MEAT AND PROVISIONS 
The National Provisioner, N. Y., 
MEDICINE AND SURGERY. 
MEDICAL SEN wu be L,sworn cir, Portland, Or 


CAL AND SURGICAL 
KEPORTE K. St. Joxeph, Mo. 


MILITARY. 


CANADIAN MILITARY GAZETTE, Montreal,Que. 
Only publication of its class in Canada. 


MINING 
MINING AND SCIENTIFIC PRESS,San Francisco. 
PAINTING. 


PAINTING & pao ORKATING, 247 Broad- 
way, Y. he finest and moxt complete 
paper publiched for the trade—one lmaue 
werth more than price of a year’s su 


PARKS AND CEMETERIES. 
PARK AND CEMETERY, Chicago. Monthly. 
PHILATELY. 


AMERICAN PHILATELIC MAGAZINE Omaha, 
Neb. Monthly. Stamp men like it. 


PRINTING INDUSTRIES. 


PAPER AND PRESS, Philade!phia, Pa 
The leading technical magazine in the world of 
its class—indorsed by and circulating exclu 
sively to employing and purchasing printers, 
lithographers, “boo yinders, bilan 00k 
makers, manufacturing stationers, engravers, 
etc., etc. Sample copies and rates on application. 

RELIGION. 
THE PACIFIC CHU MAN, San Francisco, 


Cal. Oldest and representative Mpiscopal pa- 
per of Pacific States. Enters 3ist vol. Aug., "95. 


SECRET SOCIETIES. 
THE LODGE RECORD, Watertown, New York. 
SOCIETY 
THE WAVE, San Francisco, Cal. 
SPANISH. 
REVISTA POPULAR, established 1888. 
Spanish circulation in the world. 
in all languages : 46 Vesey St 
STOCK. 
SOUTHERN STOCK FARM’S wheat specia! will 
be read by over 200,000 farmers. Forms close 
September 10. Al) agencies. 
SUNDAY PAPERS 


ELMIRA, N. Y., TELEGRAM 
100,000 A &. wee kly. 


TEXTILE. 
TEXTILE WORLD, Largest rating 
TYPEWRITERS 
PHONOGRAPHIC WORLD, New York City. 
WOMEN. 


QUEEN OF FASHION, New York City 
Issued monthly. A million copies a year, 
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Wis. 


St. Louis. Monthly. 


13,000 weekly. 


Chicago. 


13,000 weekly. 


Largest 
Translations 


Circulation over 


“Boston. 
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WE HAD TO 


Just leased the Larges 
office obtainable in 


POSTAL TELEGRAPH BUILDING, 
253 Broadway, N. Y. 


SIZE 53x42 FEET. 




















Over 2200 Square 5,000 
— ae 
feet of 
1891 
20 Cities 


ELLE 


/ 
| 1890 j /, 
15 Cities 
a 3,000 Full-Time Cars / 
4 Small Office in Times Building. HH, 


= We 


Hi =11/; 
i 1889 | Ip 
1H _— | I// 


Desk Room in New York. 








floor space 
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BOST 
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etn. 





,000 


PRINTERS’ INK. 


33 








T J 1895 


54 Cities 
9,000 Full-Time Cars 


<LES 


1894 
50 Cities fe 
8,000 Full-Time Cars f. 


PSS QUE: Oy 








































1893 
5 Cities 
Full-Time Cars 





Making 
the largest 
ADVERTISING 

office on a single 
floor in the World. 

This will give us ample 
facilities to transact our 





isiness—which, like our con= 


/ I) a ° ° 
, is the largest in existence. 


real 


ETON & KISSAM, 


reet Car Advertising, 
/ER—DULUTH TO NEW ORLEANS. 


U LIBS. I8 BRANCH OFFICES. 
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A JOURNAL FOR ADVERTISERS, 


(ew Issued every Wednesday. Subscription 
Price: Two Dollars a year. Five Cents a copy ; 
Five Dollars a hundred. No back numbers. 
After December 31 the subscription price will be 

ve Dollars a year. 

Publishers desiring to subscribe for PRINtT- 
ERs’ InK for the benefit of advertising patrons 
can obtain special terms on ee ae 

t# Being printed from plates, it is always 

ible to issue a new edition of five hundred 
may number at same rate. 





-— some one 


in © is 
stopped at the caginalion of of the b - pala For. 
New York Orrices: No. 10 Spruce SiKeer. 
CHICAGO AGENTS, 
Benniam & Incranam, Room 24, 145 La Salle St. 
LONDON AGENT, 
F. W. Sears, 138 Fleet St. 


NEW YORK, SEPTEMBER 4, 








1895. 





TELL your tale in a telling way, in 
the ad. 


As THE ad lengthens, it usually 


weakens. 





You can get other people’s money 
by advertising for it. 





PEOPLE read good ads unconsciously 
—poor ones not at all. 





PEOPLE are willing to be convinced, 
and a good ad convinces. 





Your ad should not only be read, 
but it should be remembered. 





KEEP pace with the times in your ad- 
vertising—ahead of them if you can. 





THE larger and more expensive the 
space the more carefully it should be 
filled. 





SPARE the ad and spoil the business, 
is the new way of putting an old 
maxim. 





\FTER you get the reader’s attention 
don’t disappoint him, tell him some- 
thing worth hearing. 





Ir is a very noticeable fact that the 
newspaper which follows its own teach- 
ing in regard to advertising is the one 
that pulls the ‘‘ fat takes’’ off the gen- 
eral ad hook. 





ADVERTISING is said to be store 
news. You know how differently news 


can be told—interestingly or the re- 
verse. 
are preparing your own 


Bear this in mind when you 
**news.”’ 


PRINTERS’ IY 


PRINTERS’ INK has often been « 
the Little Schoolmaster in advert 
Its opinions are valued because 
authoritative and unbiased.— / 
Seymour, Publisher N. VY. Eveni 
Post. 





LAVATER says that he who 
surperlative for everything, w 
measure for the great or small. 
advertiser who uses up his best 
tives in describing poor goods, is oft 
at a loss for words to adequate 
scribe his wares when he rea! 
something meritorious for sale. 





Mr. ROSEWATER is of opinio1 
the reason why PRINTERS’ INK ex 
the Omaha Aee’s statement of ci 
tion is to be found in the fact th 
Bee did not advertise in PRIN 
INK so much as was expected 


Bee did advertise in PRINTERS’ INK at 


the rate of $50 a week, or $2,60 
year, for the year past, and the 
tract is still running. It would 
teresting to know just how much 


} 


Mr. Rosewater’s opinion, it would hav. 
cost in advertising patronage to buy 
**Little School- 


the silence of the 


master.”’ 


PICTURES IN ADVERTISING 
‘By Joel ‘Benton. 


We seem to be living in an ag 
art. The new processes and met 
which modern invention has bri 
about make pictures accessible for 
purposes, utilitarian and 
The cheap ten-cent magazine owes 
overwhelming fart of its attractiv: 
to the illustrations, which only 
years since would have been unai! 
able ; or, if their equivalent was | 
cured, too costly to be considered 

It is quite evident, too, tha 


have not got to the end of this develop- 


ment. There are other ways wh 
will be soon found out, and other 
fects than those produced by tl! 

called ‘‘ process” style must y« 

pear. 
tude some fashions too good t 
out of existence. There is th: 
Bewick fashion, still intensely 
esting, which makes the 
books that contain the Bewick 
in excellence, much sought aft: 
say nothing of the silhouette an 
mezzotint, 
with admirable art quality in th 
‘*Annuals’’ that addressed the | 





decorative 


ma 


But we have also left in desue- 


surviving 


the last of which figured 
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etween every Christmas and New 
Year's. 
So good were some of these pictures 
at any survivor of the time when 
»y were dominant need not blush for 
em, or be ashamed to have them 
mpared with our best specimens of 
mporary periodical art. 
In considering the application of 
tures, however, to utilitarian, and 
pecially to advertising purposes, it 
must be remembered that we have got 
work with the machinery of rapid 
rinting, applied to.large editions. 
Even our best magazines do not treat 
to etchings, because the cost of 
m makes their magazine use im- 
practicable. One could be inserted, 
doubt, but I believe none ever has 
been. If an advertiser, with much 
oney to spend, should wish to do so 
t might prove a hit. He could possi- 
y bear the expense of this, or of the 
»w little known and mostly forgotten 
zzotint, if he should fish out some 
scoverable old plate, and affix there- 
his saponaceous or medicinal legend. 
here is too little use among us as 
et of the inserted red, green or 
range leaf in the advertising pages of 
yur magazines, as the English publish- 
er does this. A leaf inserted, contain- 
g the very brilliant modern and quite 
ecent colored photogravure, would 
make a striking illustration. All eyes 
vuld see it and see it to admire. Il- 
istrations, like Flaxman’s outlines in 
behalf of Dante, and the dark sil- 
uette, ought to be made easily avail- 
le. For our present rage on pages 
id posters—not marked by the ‘“‘ di- 
ne afflatus,’’ but by the divine flat- 
, if I may be allowed the parody- 
not always continue. Just now, 
wever, it is clearly in the ascendant 
1 has the floor. 
When we get over its domination, 
shall turn to better things, if not 
some phases of old art renewed. 
© pictures are not merely for chil- 
ren. They touch a welcome from 
iture minds. In the reading matter 
t is not always they that are adjuncts 
the text ; it is the text, very often, 
at is framed to support the picture, 
\nd, while they have such sway, the 
lvertiser cannot safely forget his ac- 
unt in them. 


see 
Everysopy knows that anything having 
ie or merit can be successfully advertised. 
erybody knows that the degree of success 
always determined by the quality and 
antity of the advertising.—2. Moses. 
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METHODS. 


Dumars. 


FROM OLD TO NEW 
‘By Horace 


A number of years ago I began to 
realize that retail advertising could be 
greatly benefited by the use of suitable 
illustrations, but they were so expen- 
sive as to be practically out of the 
reach of merchants in small cities and 
towns. In fact, but one or two houses 
were indulging in a daily change of 
illustrations, and among the first in 
this line, as I recall it, was the firm of 
Willoughby, Hill & Co., located in 
Chicago. Their outlines, as I remem- 
ber them, were exceedingly clever, 
and must have secured for their adver- 
tising very handsome returns. In time 
it dawned upon that advertisers 
would use more space for their adver- 
tisements if they could be furnished 
with cuts at a low price, and experi- 
ence demonstrated that I was right in 
my surmises. I was at that time con- 
nected with a daily paper in a small 
Western city, and shortly afterwards 
became manager of a new daily pub- 
lication in the same place, and in both 
of these enterprises the use of cuts 
was found very useful in increasing 
the amount of space that patrons would 
use. The A. N. Kellogg Co. was 
then sending out specimen sheets of 
cuts that had been used in the Kellogg 
ready-print editions, and was selling 
them in quantities at about ten cents 
each. These stereotypes were pur- 
chased in strips a couple of feet in 
length, and out of the seven cuts usu- 
ally found on each block, possibly two 
could in some way be utilized by fit- 
ting up an introduction that would in 
a manner connect them with the ad- 
vertisement of which they were to be- 
come a part, but it was hard work to 
bring the two together. The scheme, 
however, paid me for whatever trouble 
there was in it, and was continued for 
a long time. In my experimenting 
I found that many advertisers took 
kindly to outline illustrations, but were 
prone to permit a cut to do duty too 
long before changing it. But this was 
owing to the fact that advertisers had 
not yet been educated up to the neces- 
sity of good, live advertising, as is now 
the case. 

Several years later found me in New 
York as a special representative of the 
Ohio State Journal, with desk room in 
the office of the Bacheller & Johnson's 
Newspaper Syndicate, and the ease 
with which publishers secured good 


me 
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matter and cuts at a very low price, 
through syndicate methods, suggested 
to me that there would be a field for 
something in a similar line among re- 
tail advertisers. The idea was soon 
put into practical working form, and 
in the early part of 1889 I sent out my 
proposition to furnish merchants with 
a weekly or daily service of new illus- 
trations, prepared specially for adver- 
tising purposes and suited to their 
various lines of goods. In order that 
local dealers might have an .opportun- 
ity of seeing the advertisements of 
others in their line of business in 
other cities, my service included iifty 
specimens of ads per week, clipped 
from various publications throughout 
America. Thus, a dry goods mer- 
chant in Pittsburg would have a 
batch of specimen advertisements in 
his line of trade covering the coun- 
try from Maine to San Francisco, and 
Toronto to New Orleans. The lat- 
ter idea has since been put into a 
more practical form by the publishers 
of Brains, and now hundreds of ad 
writers scan the columns of that publi- 
cation each week to see what others 
are doing, and possibly with a view of 
securing points that may be embodied 
in their own efforts. 

My prospectuses and letters not only 
called the attention of merchants to 
the advantages afforded by the ‘‘ Ad- 
vertisers’ Syndicate,’’ but they also had 
the effect of starting up quite anumber 
of persons in the same line, and for a 
while the ‘‘ woods were full of ’em.” 
By the time I brought retailers to un- 
derstand the advantages offered by syn- 
dicating cuts and matter, they were 
being flooded with offers from rivals, 
who seemed ambitious to get business 
at any price. Among the first to enter 
the field was Wilbur Bacheller, and 
for some time that gentleman and my- 
self carried on a friendly rivalry from 
opposite corners in the same room. 
Neither of us found much profit in this 
pioneer business, and I finally sold out 
the ‘‘ Advertisers’ Syndicate’’ to Mr. 
Bacheller and a Mr. Doolittle, who 
was at that time associated with him. 
By the purchase of my syndicate, which 
was the first of its kind, the Pictorial 
League became the oldest in this line 
of business, and has since grown into 
a business of large proportions. Al- 
though my friends at the time shrugged 
their shoulders, the success of s*veral 
enterprises in this line of business has 
proven that the field was an extensive 


one, and there seems to be no prosp« 
of its being worked out. 

My old idea, that publishers cou 
make it to their advantage to supp! 
patrons with cuts, again took posse 
sion of me a couple of yearsafter I h 
established the ‘‘ Advertisers’ Syn 
cate,’’ and Mr. Seeley, auditor of t 
American Press Association, decid 
to test the merits of a plan I had f 
nished him, the result being that 
service of very useful outline cuts \ 
offered to advertisers through the p 
lishers of their local papers at a w 
derfully low rate. The service imn 
diately became popular with publishe: 
and for some time I was kept bi 
supplying ideas for illustrations a1 
introductory lines to accompany the 
cuts, it being no uncommon thing 
be called upon to furnish twenty-fi 
ideas in a single week. Eventua 
this work was performed by the px 
manent corps of writers employed | 
the American Press Association, and | 
am told that Mr. Bancroft, now 
Pope Mfg. Co. advertising fame, did 
great deal of this class of writing. 
peculiar feature in connection wi 
these advertising cuts furnished by t! 
American Press Association is the fa 
that they do not become ‘‘ back nun 
bers,”’ as is the case with literary mat 
ter soon after it is sent out, and only 
few weeks since in the ads of a larg: 
Brooklyn clothing house I recognize: 
cuts originated by me and _ include 
among the first offered by the Amer 
can Press Association. 

+ 
CHECKS FOR SEVEN CENTS. 


Of the many schemes eeeteret by adve 
e 


tisers to attract and retain the attention 
the public, the one employed by a promine: 
down-town haberdasher is certainly as nove 
as any conceived. FE'e got up an elaborat 
envelope with a crest upon it and inclose 
a short and well-worded note, asking the at 
tention of the reader for two minutes to | 
notice ot his goods, and inclosed also ache 
regularity signed, for several cents, as t 
value of the time requested. 

The advertisement was sent to board 
trade men, bankers, and the better class 
business men throughout the city. 

The haberdasher hardly thought that an) 
one would take the trouble to cash t! 
checks, but some bright and kind-hearted w 
conceived the idea of collecting these check 
and using them for a worthy object. A 
cordingly the checks were gradually gathere 
in, all properly indorsed, and sent to t! 
children’s fresh-air fund, and aggregate 
quite a comfortable sum. 4 

While the advertiser was rather surpris¢ 
at the novel use to which his advertising 
checks were put, he is quite pleased to con 
tribute thus indirectly, as it were, to such 
worthy cause.—Chicago Times-Herald. 





A WICKED PARTNER” AR- 


RANGEMENT 
ISON ARCHER FINDS THAT’S WHAT 
‘CIAL AGENT EIKER CALLS THI 
)N-ADVERTISING PUBLISHERS’ ASSO- 
\TIONS—.T’S A JOB PUT UP ON 
SMALLER PAPERS BY THE LARG- 
ONES—IT TIES UP THE SMALL 
AND GIVFS THE LARGE ONES 
THE SPOILS —NEWSPAPERS 
.ULD BE THE LARGEST ADVER- 

ERS IN THE COUNTRY. 


rf. B. Eiker, the genial and 
ar special agent, was at luncheon 
Hardware Club with Mr. C. E. 
the day that the issue of PRINT- 
INK containing Mr. Ellis’ inter- 
regarding the ‘* Dual State Ass.” 
ippeared, and I seized the oppor- 
to draw Mr. Eiker out on this 
sting subject. 
Do you think that any publishers’ 
ition should deny 
rivilege of advertising as they see 
I asked, as an opener. 
What do you mean, advertising in 
INK ?”’ 
Yes, PRINTERS’ INK and 
ations of that character.’’ 
[ think a man can live without 
tising in PRINTERS’ INK.” 
But the men who do advertise get 
r very well.”’ 
But that doesn’t imply it’s due to 
NTERS’ INK. There are bright 
nts in the world who are very suc- 
il, yet do not use PRINTERS’ INK, 
there are other publications than 
NTERS’ INK,”’ 
What are they ?”’ 
[ do not want to mention them.”’ 
PRINTERS’ INK will be very glad 
lvertise them,’’ I replied, but Mr. 
did not see fit to go into particu- 
He said something about PRINT- 
INK being allied with the Amer- 
Newspaper Directory. He said 
od many bright things that were 
or less facetious, and then said 
PRINTERS’ INK did very well for 
il agents whose papers were well 
en of in its columns, and not by 
papers have been pur- 
y misquoted. 
\s a medium for exploiting ad- 
PRINTERS’ INK is the of 
t. As for advertising newspa- 
the fact of other men using it so 
doesn’t imply that it’s a 
ne. 


NES 


its members 


other 


whose 


best 


Mr. Eiker?” 
but some of the 


you iried it, 
haven't tried it, 
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newspapers that I represent have tried 


‘*Do you believe that publishers’ 
associations should deny their mem- 
bers the privilege of advertising in pe- 
riodic als like PRINTERS’ INK ? 

‘No, of course not. All papers 
should advertise, but not necessarily in 
PRINTERS’ INK.”’ 

‘*Shouldn’t it be left with the pa- 
pers themselves as to where they will 
advertise ?”’ 

LEAVE IT TO THE PAPERS. 

‘* Yes, sure ; and in their advertising 
they should be governed by the price 
and past treatment by such publica- 
tions as cater to their advertising pub- 
lishers. They have at hand more evi- 
dence of successful advertising than 
any other people in the world, and | 
think newspapers ought to advertise as 
much or more than any other line of 
business in the world. A great mis- 
take many a newspaper makes is ad- 
vertising itself within itself. This 
putting ads in their own columns is 
like fitting up a fine store and hanging 
up signs inside. Say a publisher has 
a good newspaper. He must make it 
known, or other people will not know 
that he has a good newspaper. Royal 
Baking Powder may not be any better 
than any other baking powder, but the 
people know about it and demand 
Royal Baking Powder, because Royal 
Baking Powde: has advertised that it 
is gt vod. 

‘*Now, the Chronicle, out in Cii- 

cago, is just as good a paper as any 
other there, but the great trouble is to 
get people to realize it. It cannot do 
it by advertising in its own columns ; 
it cannot do it by advertising in its 
contemporaries, because its contempo- 
raries would not allow it to put any- 
thing in that would be strong enough 
to seduce any of their readers. If 
they didn’t advertise in some way, 
they wouldn’t be discovered in years. 
The advertising of newspapers should 
be principally to gain readers.”’ 

‘Don't you believe in advertising 
for good advertising ?”’ 

‘I certainly believe newspapers 
should advertise. They should use 
digcretion in the selection of mediums, 
ol not be influenced by the hope of 
getting or fear of losing business con 
trolled by the owners of directories, an- 
nuals, and such as that. 

‘“*The object of all those associa- 
tions in making their rule not to ad- 
vertise is simply to do away with the 
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necessity of going into publications 
of all the agencies. The publishers 
throughout the country are most sus- 
ceptible, and can’t seem to refuse ad- 
vertising propositions made by agents 
who control business, and so they just 
simply combine for safety. They com- 
bine and then blame it on the wicked 
partner. All these associations are 
simply wicked partner arrangements. 
BEST FOR THE BIG ONES, 

‘*These association combinations 
are usually formed at the suggestion 
of some big, prosperous paper that 
gets more than its share of business 
any how, and are able to induce others 
to go into combination with it.’’ 

Mr. Eiker here quoted the case of 
a large paper in Chicago, stating that 
the paper in question attained every- 
thing it wanted to attain, and then got 
its young members tied up in a combi- 
nation where they couldn’t advertise 
themselves, and thus attain similar 
success. 

‘The smaller papers naturally grasp 
the proposition to combine against ad- 
vertising because, on its face, it looks 
like saving money at first, but it re- 
sults in the big papers keeping the 
little ones down. 

‘*Out there in Chicago they have a 
local association that ties all the papers 
up as to the way their advertising 
should be handled, or classified, or 
made distinctive. You see, after the 
big paper I’m speaking of got the 
other papers into the thing, it went to 
work to offer its space with five times 
the circulation at the same price the 
others were obliged to charge. 

‘*With arbitrary rules to tie them 
down as to length of double column 
ads, and the classification of their ads, 
smaller papers were practically help- 
less. Newspapers ought to be the 
largest advertisers in~the country in 
their own locality, any way.” 

PUZZLE ENTERPRISES. 

Mr. Eiker went into the discussion 
of puzzle enterprises. He said that 
one of the big papers in Chicago ad- 
vertising to give away lots of money in 
puzzle combinations, got thirty-five or 
forty thousand answers, where one of 
its contemporaries, which is losing 
about five thousand dollars a week, is 
spending its energies in hustling for 
subscribers by sending out canvassers 
—a method of increasing circulation 
that Mr. Eiker doesn’t have much 
faith in. He believes that if they 
took the $5,000 loss and gave it away 


in puzzles, that it would do the 
great deal more good, because it w 
furnish them with an immediate 
crease of circulation, which would 
crease its advertising. 

‘Tt is all a question of applica 
to loss,’’ Mr. Eiker said ; ‘‘the | 
will go along for years like the Ch 
Record, getting out a good | 
every year, but yet losing money 
straight along, simply because | 
wouldn’t recognize that it was s 
good paper because they had not 
induced to read it. 

‘*Now instead of running 
eight years with a loss, if the 
had taken its loss and put it rig! 
advertising, say in its second y« 
would have been ahead at the e1 
eight years. It would take on 
quarter of what it had lost, spx 
advertising (say $40,000 or $50 
to put it way ahead. This | 
business is perfectly legitimate 01 
part of a new paper, but not « 
part of old papers. What wou 
legitimate on the part of a new | 
would be undignified on the part 
old paper. What would look s! 
on the part of a new paper would 
weak on the part of an old paper 
is really giving away of sample coy 

‘* Then you believe in sample « 
ing?” 

“*T believe the best way to sa 
copy is to make them pay for it. 

“The Ladies’ Home Journa 
just as deserving its present larg: 
culation the first year it was pub! 
as it is now, but just the same it 
a couple of hundred thousand d 
a year to get that circulation.”’ 

“* And now it advertises in PRIN 
INK?”’ 

* Yes.” 

‘*Then you believe that news| 
should be allowed to push for pr 
ity the way they think best ?”’ 

‘** Everybody believes that. \ 
papers shouldn’t worry over 
‘no’ to agents wishing them t 
vertise in special. mediums th 
of no account. A positive ‘no’ 
means a loss of business nor a 
friendship. Advertising agenci 
not retaliatein this way. For tl 
eight years, up to a short time 
represented one of the papers th 
longed to a non-advertising con 
tion, and no resentment was sho 
any of the agents on account 
not advertising with them."’ 

ADDISON ARCH! 
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Why 
THE NEBRASKA 
STATE JOURNAL 


Published at LINCOLN, the State Capital, 


Has the Largest Circulation 


of any morning or evening daily 
newspaper in Nebraska. 


Because, there are 10 railway trains leaving Lincoln (the 
railroad center of the State) before 10 a. m., on 
which it is the Omly morning paper carried or 
distributed. 


Because, published at the State Capital (the headquarters 
for political news), it has unequaled facilities for 
their procurement and dissemination. 


Because, its management has earned and enjoys the con- 
fidence and approval of the honest, right-minded 
and intelligent citizens of the State. 


Because, it is known to be honest and truthful in state- 


ments of facts. 


Evidence of largest circulation from disinterested 
parties willingly shown at its publication office. 


To Reach Buyers in Nebraska, Advertise in the 


Nebraska State Journal. 


Sample copies, advertising rates or other information on request. 


J. E. VAN DOREN SPECIAL AGENCY, 
Publishers’ Direct Representatives, 
TRIBUNE BUILDING, NEW YORK, 1320 MASONIC TEMPLE, CHICAGO. 
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NUMBER EIGHTEEN. 


The St. Louis Magazine now has 
the distinction of being number eight- 
een on the list of periodicals tor which 
the American Newspaper Directory 
has been required to pay the reward 
of a hundred dollars, which for eight 
years has been offered for the discov- 
ery of a case where the Directory has 
been misled into awarding a circula- 
tion greater than the facts would war- 
rant, by means of an untruthful report 
emanating from the office of the peri- 
odical in question and signed by some 
one competent and authorized to con- 
vey such information. 


BELOW IS A COPY OF THE REPORT FURNISHED 
BY THE ST. LOUIS MAGAZINE. 
To the Publishers of the American News- 
paper Directory: 
No issue of this paper for the period of a 
full year preceding the date of this certificate 
as m less than 26,500 complete copies. 
Name of paper, St. Louis Magazine. Town 
and State, St. Louis, Mo. Signature, T. J. 
Gilmore. Date, January 28, 1895. 


The correspondence printed below 
shows how the reward was earned : 


Office of ] 

Lorp & Tuomas, 

45 to 49 Randolph St., 
Cuicaco, June 21, 1895. 


Messrs. Geo. P. Rowe l & Co.: 


In the preface of your 1895 American 
Newspaper Directory i notice you offer, as 
usual, $100 for the detection of a false rating. 
On page 491 I find the St. Lou‘s Magazine 
rated at 26,500 copies as the smallest edition 
issued within a year. I had occasion to enter 
into the question of circulation with the pub- 
lisher of this magazine, and yesterday when 
in St. Louis examined most of his post-office 
receipts for the last year, and I find that for 
nearly every month last year and up to May 
of this year his post-office receipts showed 
that he deposited in the post-office a little 
less than 3,000 copies per month, and he ad- 
mitted to me that he had been misrepresent- 
ing his circulation. Under the cireumstances, 
I would be pleased to receive your check 
for Cuas. R. Erwin. 


Newspaper Advertising. | 


New York, June 24, 1895. 
Mr. Chas. R. Erwin: 

We have your communication of June ar, 
referring to the circulation rating in the 
American Newspaper Directory for 1895 of 
the St. Louis Magazine, rated “ smallest 
edition during the year 26,500." This cir- 
culation is guaranteed by us upon the pub- 
lisher’s statement and under the forfeiture of 
one hundred dollars. The proof you now 
send is not sufficient to establish your case in 
law. e ask your attention to the circular 
“The $100 Reward,” inclosed herewith ; 
meantime we send a copy of your communi- 
cation to the publisher of the S?. Lous Mag- 
azine. Very respectfully, 

Tue American Newsparer Direcrory. 


INK. 


(INCLOSURE.) 
THE $100 REWARD. 

When any one questions the accuracy of a 
guaranteed circulation rating in the American 
Newspaper Directory, and makes an attempt 
for the $100 reward offered in cases where 
the Directory has been imposed upon by an 
untruthful report, it becomes requisite, ir 
order to obtain the reward, to furnish suc} 
proof as would be considered satisfactory by 
a grand jury or in acourt of law when n 
loose is set up. Persons intending to enter 
a claim for the reward will do well to take th 
advice of a local attorney or a business mar 
having experience in such matters, Th 
publishers of the Directory pay the rewar 
cheerfully when a case is made out, but it is 
not a part of their business to aid in proving 
a sublher in the wrong, who, so far as they 
know, and would be glad to believe, may b« 
absolutely right. 


New York, June 24, 1895. 
Publisher of St. Louis Magazine, 2819 Oliv 
street, St. Louis, Mo.: 

Under the date of Jan. 28, 1895, you fur 
nished us with statement of circulation to he 
published in the American Newspaper Di 
rectory for 1895, under our guarantee of one 
hundred dollars if not found correct, showing 
your smallest issue during the year to have 

een 26,500. 

We are this morning in receipt of a letter 
from Mr. Chas. R. Erwin, office of Lord & 
Thomas, Chicago, IIl., a copy of which is in 
closed herewith. Please advise us if the 
statement therein made is correct and if he 
is entitled to the reward of one hundre« 
dollars for having discovered a lying circula 
tion report. 

Tue American Newsparer Directory. 

Sr. Louis, Mo., June 28, 1895. 
The American Newspaper Directory : 

I have no authority to answer your letter of 
June 24th further than to say the manager is 
away and you had best suspend judgment 
until you hear from him, which will be within 
a week or ten days. Very truly, 

Str. Lours MaGazing, per Clark 


Office of ) 
Lorp & Tuomas, 
Newspaper Advertising. 
45 to 49 Randolph St., 
Cuicaco, July 8th, 1895. J 
Publisher of the American Newspaper Di 
rectory: 

Referring to yours of the 24th regarding 
the circulation of the St. Louis Magazine, | 
will secure the proof you request and send § 
to you some time within a week or two 

C. R. Erwin 


The “Sr. Lours MaGazine,” 
2819 @live street, 
St. Louis Magazine Building, 
Sr. Louis, July 13, 1895. 
American Newspaper Directory: 
GENTLEMEN—We find your letter of June 
24 among the effects we have purchased with 
the St. Louts Magazine plant. We believe 
the circulation was all right when the report 
was made, as they used very large special 
editions illustrating towns, and sometimes 
two and three extra editions a month, in 
which all advertisements appeared, none of 
these going through the mails, being sent out 
by express. We can send you samples of 
these extras if you care to see them. We 
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hall continue the publication of the Maga- 
ne under a change of name, all of which we 
ill inform you later on when we get things 
der way. Sincerely yours, 
Apvance Boox Co., per H. B. 
Confidential.) 


New York, July 15, 1895. 
ublisher of St. Louis Magazine, 2819 Vlive 
street, St. Louis, Mo.: 


Replying to yours of July 13, we have a 
atement on file from your office giving the 
allest issue of your paper during the year 
894 to have been 26,500 copies. Mr. Erwin, 
f Chicago, swears that your circulation was 
ttle less than 3,000. Your letter of July 
es not conclusively contradict Mr. Er- 
s statement. As it now stands, it ap- 
that he will be entitled to a check for 
- hundred dollars for proving that your 
ilation statement is false. Have you 
nvthing further to say in the matter ? 
Tue AMERICAN Newspaper Directory. 


ears 


Cuicaco, July 26, 1895. 
blisher American Newspaper Directory: 
Referring to your letter of June 24th, re- 

garding the St. Louis Magazine, the writer 
as delayed replying to your communication 
inking the post-office inspector of St. Louis 
ght take some action in regard to this pub- 
ation which would give publicity to the 
acts concerning the circulation of the S¢. 
uis Magazine, and that you would then 

w that the claim made by the writer was 

rect. 

About the first of May we had occasion to 

inquiry of the publisher of the S¢. 
is Magazine regarding its circulation. In 
y to our inquiry the publisher mailed us 
ost-office receipt dated April 30th, 1895, 
which showed on the face of it that he had de- 
P sited 10,683 pounds and paid $106.83, and in 
his letter he said that the magazine weighed 
about four to the pound, therefore his circula- 
tion for the May issue was exceeding 40,000 
pies. 

The post-office receipt seemed, in our 
pinion, to have been altered, therefore, to 
rotect ourselves, we submitted it to the 

postmaster in St. Louis, and found that the 
st-office receipt had ‘been changed from 
83 pounds and $6.83, to 10,683 and $106.83. 

Che postmaster at St. Louis immediately re 

fe —< the matter to the post-office inspector, 
nd we have not yet learned what action the 
st-office inspector is going to take in the 
iatter. 

"es the meantime, the publisher of the S¢. 

uis Magazine submitted to the St. Louis 

st-office officials, and also to the writer, 

s post-office receipts from last August up 

and including the April 3oth receipt, and 
clow is what the writer foutd the post-office 

receipts to be: 

August 


ike 


17th, 1894 
atst, 
4th, 
rath, 
“ss 17th, 
7 21st, 
a 25th, 
October 26th, 
7 31st, 
6th, 
16th, 
7 30th, 
December 7th, 
vei r4th, 
21st, 


September 
“ 


November 
“ 


January 
“ 
“ 
» February 
“ 
March 
“ 

April 

The writer believes the at this evidence is suf- 
ficient proof to you that the claim of the pub- 
lisher of the St. Louis Magazine, that he did 
not publish less than 26,500 copies any issue 
during 1894, is not correct. Yours ome ’ 

C. R. Erwin, 
Cuicaco, August 3, 1895. 
Publisher American Newspaper Directory: 

Your favor of the 3oth inclosing printed 
proof, showing the present status of the S¢. 
Louis Magazine case received. 

In reply, if you will examine copies of the 
September, October, November and Decem 
ber, 1894, issues of this magazine you will 
find that they do not contain advertisements 
of any towns or write-ups of towns, and con- 
sequently the claim of the present publisher 
that many copies were sent out by express in 
consequence of such write-ups or advertise- 
ments is undoubtedly incorrect. 

If the publisher was in the habit of sending 
out the larger portion of his edition by ex- 
»ress, why was the post-office receipt, which 
& sent us to prove his May circulation, 
changed from 683 to 10,683 pounds? Why 
didn’t he send us the post- “afkce receipt just 
as it was and send us express office receipts 
showing the amount sent out in that manner? 

The fact of the matter is that Mr. T. J. 
Gilmore, the publisher of the magazine, ad- 
mitted to the writer that he had misrepre- 
sented his circulation. 

It would seem to the writer that it was 
clearly proven that the St. Louts Magazine 
did not publish during the latter half of 1894, 
any month, as many as 26,500 copies. Yours 
respectfully, Cc. ERWIN, 


Copies of the correspondence printed 
above were submitted to the 241 other 
monthly periodicals credited with issu- 
ing more than ten thousand copies. 
Of these less than one in twelve re- 
sponded, and out of the twenty an- 
swers three thought the case not made 
out. Seventeen, however, concurred 
in the decision announced by Mr. A. 
B. Brady, secretary of S. S. McClure, 
Limited, proprietors of M/cClure’s 
Magazine, which tersely said : 

New York, Aug. 15, 1895, 
Editor American Newspaper Directory: 

We think Mr. Erwin is entitled to the re- 

ward in the ones of the St. Louis Magazine. 


. S. McCvure, Limrrep. 
A. B. Brady, Secretary. 


The reward was paid by check on 

Monday, August 26. 

ee 

WHEN a firm becomes convinced that the 

best advertising is continuous newspaper ad- 

vertising they are generally successful.—Ma- 
tional Printer-Journalist. 
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NOTES. 


A Brook yn fruit and vegetable dealer ad- 
vertises himself as “licensed to sell green 
goods.” 


Horace Dumars has taken charge of a | 


new department in Newspaperdom, devoted 
to “‘ Advertising Topics.”’ 

Hersert Bootn Kinc & Brotuer have 
issued a booklet containing al! the S. H. & M. 
advertisements used in a year past. 

Tue Globe is the only ose in Boston 
which is willing to show its books and prove | 
its circulation.—Fourth Estate, N. Y., Aug. 
8, 1895. 


A NEWSPAPER has been started in London | } 


which is printed or a postal card. The first 
number has four illustrations, a comic trag- 
edy, a few jokes and puzzles and some adver- | 
tisements.— Newspaperdom. 

Mr. W. E. HAskeit, manager of the 
Minneapolis Times, writes that his average | 


circulation for July and August to date is| 


22,000 daily and 55,000 Sunday. This speaks 
highly for the popularity of the 7ymes, and 
should be known to all advertisers. 

A suPPLEMENT of 32 pages in the last issue 
of the American Druggist and Pharmaceu- 
tical Record is devoted to “* Best Tonic.” It 
contains photos of windows winning prizes in 
the recent window-dressing contest, offers 
to druggists, testimonials, as well as repro- 
ductions of the best of the Pabst ads. 


Mr. W. B. Carr, the business manager of 
the St. Louis Re, epublic, has prepared an affi- 
davit, showing that during the year 1894 the 
total number of copies of that paper printed 
on Sunday was 3,589,075. The total number 
sold was 3,409,622, making the average of the 
Sunday issue for the full year 65,569. Dur- 
ing the year 1895, so far, the average exceeds 
70,000. 

Tue Los Angeles, Cal., Daily Times fur- 
nishes the American New sspaper Directory 
a statement of its daily circulation for one 
year previous to May rst, 1895, showing the 
daily average during that time to have been 
13,746. The Times is in the habit of stating 
its exact circulation and its figures have 
never been questioned. By some neglect the 
aap aes failed to furnish figures in time 

or the 1895 issue of the American Newspaper 
Directory, and the circulation as therein 
given is accordingly estimated. 


Tue Penal Code of the State of New York, 
as amended in 1893, chapter 650, reads as fol- 
lows: Sec. 717a. Every proprigtor or pub- 
lisher of any newspaper or periodical who 
shall wilfully or knowingly misrepresent the 
circulation of such newspaper or periodical 
for the purpose of securing advertising or 
other patronage shall be deemed guilt of a 
misdemeanor. This crime is putishable b 
impisonment in a penitentiary or count Sat 


for not more than one year, or by a fine of | 


not more than five hundred dollars, or by 
both. 

Pgorie never weary of finding each time 
they pick up a newspaper fresh, bright an- 
renee that are probable in their state- 
ments and jeasantly worded. If you hada 
salesman who confined his remarks to cus- 
tomers to the single statement that “ We, Us 
& Co., number ‘so and so’ street, carry a 
well-assorted stock of hardware, cutlery and 
tools,’’ the chances are that he would very 
soon have an opportunity afforded him to 
seck another situation.—Francis J. Mau/e. 


A COMMON PAILING. 

He’s a thinker with a countenance morose; 
He’sa brainy man of weight, down to his toes 
And he piles his a with logic, 

And with information cosmic; 
But the article he’s ae no one knows. 


THE SUMMER GIRL. 


The $6,000 wax figure of the Summer Gir 
} employed as an advertisement in a Wilming 
| ton (Del.)- shop window, was melted by t! 
| intense heat on Monday last, although t! 
typical summer girl is sup josed to keep c 

under all circumstances. The moral is tl 

advertising in wax is more or less precario’ 
in dog-day weather. The only advertis 
ment warranted not to run is the model fro 
a composition of printers’ ink and brair 
This holds its form whatever the temper 
ture.—Philadelphia Record. 

oe 


A papPEeR showing no wasted space, | 
every inch used to the best advantage for rea 
ing matter or advertising makes the same i 
pression on a prospective advertiser as a we 
stocked store does on a customer—“‘ it look 
like business.”"— Nebraska Editor. 


wea na : 
Displayed Advertisements 


| 50 cents a line; $100 a page; 25 per cen 
extra for specified position—if granted 
Must be handed in one week in advance 


FARMERS $$$$$ 
Southern Farmers have dollars 
-d ‘ nd with some one, will you 
e one? The Centennial Edi 
a of the SoutHern Srock Farm 
will be read by 200,000 well-to-do 
farmers. Rates low. All agencies. 


STOCK FARM Nashville, Tenn. 


Send Sam 


- ples,circulars, 
ZY) ? booklets” ar 
SH. catalogues to tl 
addresses obtainable direct from MY LETTER 
and you'll be sure to get BIG RETURN 
They re TO LET as follows: 5,000 of 1892-3 
; 6,000 of 1894-5 at $2—or ae 11,000 for sq 
ome copied twice ; 3 Some once ; some never 
“They pay big.’’ Seymour Eaton, Pub 
lisher, Philadelphia. ‘‘ Have used them fo: 
several years.” Irving Homeopathic In 
stitute, New York. Save Tus and write t 
. H. Goodwin, odwin, 1215 Br Broadway, New York 


AGRICULTURAL #52. "=; 


farmers w 
can appreciate a good thing when they see it 
and who enjoy the luxuries of life as well a 


the necessi- and be cor 
ties. Try it EPITOMIST vinced. TI 
Eprromist is a paper made up wholly of orig 
inal articles from the pens of practical an 
progressive farmers. Its 
various departments are READERS 
brim full of interesting and educational mat 
ter, told in an interesting way to those inter 
ested in farm, garden, dairy, poultry or hous« 
hold pursuits. Send for sample copy and a 
vertising rates to 

EPITOMIST PUB. CO., 

Indianapolis, Ind. 
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THOUSAND 
CIRCULATION. 


THE RECORD OF 
BRIDGEPORT'S ONLY MORNING PAPER. 


THE MORNING UNION. 


BRIDGEPORT, CONN. 
RATES ARE LOW.. #9 


YEARS 3a 


OLD. 


—= 
> 





Wanted, the Best Salesman 


the road, to handle the “ Century” Pony, the 
Vew gd ” Web and other high-grade printing 
At 
hnicat knowledge not necessary but must 
possess 8 pow “adaptability to grasp salient 
the wor 
ut a = of 
uidress, inde = 
wquired the fg need apply 
), but write x all particulars. 
munications confidential, 
iMPBELL PRINTING PRESS & MFG. CO., 


6 Madison Ave., New York. 


strong individuality, good 
le energy, and one who has 
Do not 


All com 





e 


You Should** 
Thin 





twice before omitting from 
your list the 


Christian 
Uplook 


—provided you would reach the 
thrifty and discriminating house- 
holds of Western and Central New 
York State and Northwestern Penn- 
sylvania. 

Full information on application. 


The Christian Uplook, 
(Established 1850) Buffalo, N. Y. 


@Denee® es 
OLOLOLOLOL@ 


INK. 
STAMES EOF £2 PAt LEERSNS - ay r 


ART PLATES FOR SAL E 
half-tone plates of = ——~- ¥- of World s 
Fair. Size 8x10. Entirely new. in for 
book manufacturers, new Spano ss ne magazines. 
Address “ AKT,” care Prin 
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400 original 





JOHNSTON’S TALK. 


WANT to say a word to local ad- 
I will ask 
them to pick up a copy of their 


vertisers this week. 


home paper and just glance at it. 
It is more than likely that the first 
thing they see will be the 


In 


spicuous nook and corner they will no- 


ad of some 


foreign advertiser. every con- 
tice those ads. 


If 


will see that foreign ads do not occupy 


they are careful observers they 
much space, but still they show up to 
better advantage than the larger ads of 
local merchants. 

The reason is that foreign ads are 
put in type and electrotyped by special- 
give 
thought to advertising. 


ists—men who great care and 

I do much of 
this work for foreign advertisers, and 
to do the 


Price, from 


same for local mer- 


Lo 
2. 


I want 
chants. oo up for set- 
ting up a 4-inch single-column ad and 
Write me 
WM. JOHNSTON, 10 
Spruce street, New York. 


furnishing one electrotype. 
a letter about it. 





the ENNIA DITIO 

@ SOUTHERN mo a — 
be read by over 200,000 gooc rm- 

ers. Guaranteed eoutillen ‘aio 

copies, Ad rates low. All ag 

cies. Forms close Septeunber t o 


South. Stock Farm, Nashville, Tenn. 





A SMALL MAN, A BIG BOY 


HLA 


A Triple Alliance that will produce 12,000 to 14,000 papers per hour. 
CAMPBELL PRINTING PRESS & MFG. CO., New York. 


Chicago. 
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WISCONSIN CINE Win UIST 


“Franci 
THE WA VE, ' Steading Pacite Coast so- 
KATZ, 


guaranteed. 


ciety, literar: ry cad political weekly. E. 
tss-tet World ldg New 7 13, 000 weekly 
York ., 8ole agent. 


PRINTERS’ 





Mrs. James Taylor, who 
82 Bailey 
New 


resides at No. 
avenue, Kingsbridge, 
York, on the 14th of 
December, 1894, 
age is 65 years. 


said: ‘‘ My 
For the 
past two years I have had 
liver trouble and indigestion. 
I always employed a 
physician, which I did in 
this case, but obtained no 
beneficial results. I never 
had any faith in patent 
medicines, but having seen 
Ripans Tabules 
recommended very highly in 
the New York Herald, I 
concluded to give them a 
trial. After using them for 
a short time, I found they 
were just what my case 
demanded. I have never 
employed a physician since, 
which means $2 a call and $1 
for medicine. One dollar's 
worth of Ripans Tabules 
lasts me a month, and I 
would not be without thein 
if it were my last dollar. 
They are the only thing that 
ever gave me any permanent 
relief. I take great pleasure 
in recommending them to any 
one similarly affected.’’ 
(Signed), Mrs. J. TAyLor. 


ns Tabules are sold by druggists, or by 
mail it the price (50 cents a box) is se 


8t., New York. Sample vial, 1) cents. 


sent ¢ 
The Ripans Chemical Compeny. No. 10 Spruce 


INK. 
IT PAYS 


TO ADVERTISE 


. IN THE. 


Harrisburg 
Telegram. 


York, Pa., June 8, 1894 


HARRISBURG TELEGRAM, 
Pa. 


GENTLEMEN :—As I met wit! 


Harrisburg, 





| so great success through the 
advertisement that I placed 
| your paper last Sunday, I wis 
you would give me the benefit 
lof this change as per the 
| closed slip. 
Yours very truly, 
(Signed) 
J. A. H. CAMPBELL. 


Send for a Sample Copy. 
‘Harrisburg Telegram, 


HARRISBURG, PA. 


Advertising Office: 
517 & 518 Temple Court, New York. 
| @, E, ELLIS, Adv. Manager. 
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ee a West of the 
The Clouds Rockies! 


Drop Fatness 
= 


SF QVERLAND 
MONTHLY 


Times 
Heads the List of First-Class 


ADVERTISING 


Mediums. 





The 
National Tribune 
Pays. 


That is why the best advertisers have 
used it for years. 
Over 100,000 every issue. 
No live business man will fail to adver- 
tise this fall. 


\ddress THE NATIONAL TRIBUNE, 
Washington, D. C. 
r BYRON ANDREWS, 
Manager Branch Office, 
World Bldg., New York City. 


® 
«FRANK E. MORRISON.... 


EASTERN AGENT, 


500 Temple Court, NEW YORK. 
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: Tireless Workers 


If you can use some tireless workers to make known to over 


+ eeeees 


225,000 Families 


every week that you have something to sell which it will profit them to 
buy, we offer to you the services of these papers. They speak at all 
times when the listener is willing 

to hear, often when he does not —— 
expect it, but never except with the The Sunday School Times 
voice of a trusted friend, whose PHILADELPHIA 
words obtain instant acceptance. Lutheran Observer 
They talk in the Protestant de- Presbyterian Journal 
nominations, and only to those peo- a d mony —e 
ple in them who have homes to ——— 


j - Lutheran 

keep up, children to rear, clothe, Christian Instructor 

doctor and educate—the people who Christian Recorder 

have money to spend for their 

needs, whose habits of life are such , 

that they procure all the comforts, and most of the luxuries, of existence. 
If you have something to sell them, take the trouble to write to us 

for information. It will only cost you a postage stamp to learn the price 

of the advertising, and all about the papers. 


Peer eses cosseeseseooos 


eee esos eee eeeeeeseseeereos 


The Religious Press Association, Philadelphia. 
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A Bona fide Subscription List 
Reaches Homes. 


«-We Have It... 


TRUTH 


THE OLD CRITIC AND WORLD COMBINED. 


The organ of the young Republicans 
of Michigan. Published Sunday and 
circulated in Detroit and throughout 
the State. 

Guaranteed Circulation of 


.-. 28,000... 
For Advertising Rates address 


BURCH & LaRIVIERE, Publishers, 
42-44 Larned St., West, Detroit, Mich. 





DAYTON 


o|\Soaaoass 
ae | 
} 
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~ 3555 WAY 


LonG ESTABLISHED, PROGRESSIVE, 


AA 


Attractive prices for space. 


H, D. La COSTE, 
38 PARK ROW, 
NEW YORK. 
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Texas Farm and Ranch 





Times Building, 


OFFERED ADVERTISERS AS BEING UNSURPASSED IN THEIR SECTION, 
CLEAN FAamicy NEWSPAPERS. 


MORNING TIMES, ESTABLISHED 1844. 
EVENING NEWS, ESTABLISHED 1885. 
WEEKLY TIMES-NEWS, ESTABLISHED 1808. 


INK. 


DALLAS, TEXAS. 
WEEKLY. 
HE TEXAS FARM AND RANCI 
Texas paper, and its circulati 
mainly in Texas, but it has a large nun 
subscribers in Louisiana, Arkansas, Ari 
New Mexico and the Indian Territory 
the official paper of every Texas State 
ization in the interests of Agriculture 
its branches. It has persistently barr: 
columns to all forms of advertising 
than that of the cleanest and most des 
character. 

The large manufacturers of agric 
implements who seek trade in Texas 
branch houses in Dallas, and they ha 
united i in signing the following : 

“To those who intend advertising 
clean, legitimate business in this secti 
can heartily recommend Texas Far: 
RANCH as the best, most popular and w 
circ ul ating advertising medium in Texa 

‘his is certainly worthy of the cons 
tion of any advertiser who wants to rea 
farmers of Texas. 


++-.eREACH for the trade of TEXAS. 
There is plenty of it. 
The reach of Texas Farm 
and Ranch will grasp it for 
It Enters the Homes of the bulk of fa: 
and stockmen in Texas and surr 
ing States every week of the yea 
J. C. BUSH, 
EASTERN REPRESENTATI\ 
NEW YORK 


SPECIAI 





Morning Times 
4,500. 


Evening News 
9,500. 


Weekly Times-News 


4,500. 


= > 


SPECIAI 
NEWSPAPER 
REPRESENTATIVE. 


a Nt tT 


tox 
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Persistent 
Advertising’ 
Pee AVS. 


COPPER COUNTRY EVENING NEWS, 


CALUMET, MICHIGAN, August 24th, 1895. 
PRINTERS INK JONSON, New York. 
DeAR SiR :—About a year ago, through your persistent advertising, I was 
d to send you an order for a few cans of your job inks. At the time I 
| the faintest idea they would come up to the high priced inks we have 
always used in our office; whether they did or not our orders sent in since then 
testify. 

he above letterhead was printed with your Carmine. It speaks for itself. 
You can put us down as one of your regular customers. 

Inclosed you will find draft for $5.50, so please fill out the following 
der and ship by the Western Express ad once, as I have let my inks run down 
pretty low and need them badly : 

12 \% lb. Cans Fine Card Black. 
2 4% Ib. Cans Blue Black. 
Ib. Can Imperial Carmine. 
Ib. Cans Fine Light Blue. 
Ib. Can Brilliant Orange Yellow. 
Ib. Cans Magnesia White. 
I Ib. Can White Silver Size. 
By attending to the above order at once you will greatly oblige me. 
Respectfully, 
CLYDE S. MACKENZIE, Manager 
+-+ 
The printers throughout the country much prefer to pay 
h prices for their inks on credit, rather than buy from me for 


If the above order was purchased from any of my com- 


petitors, it would cost $16.50, or three times what I have charged. 


My inks are guaranteed to be the best ever made by anybody, 


and if not found as represented I am always ready to buy them 


} 


* . . “ . 
k. Give mea trial. Address (with check) 


PRINTERS INK JONSON, 


8 Spruce Street, New York. 
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My $40 Job 
Ink ekten for $ I ”, 
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These Cabinets are made in Oak, Walnut, Cherry, Mahogany, As! 
Birch woods, and are an ornament to any printing office. They conta 
complete outfit of inks, including all the standard colors. With these at | 
a printer can mix any shade desired. My inks are guaranteed to be the 
made, and will mix readily together. 


THE CONTENTS OF THE CABINET ARE AS FOLLOWS 
ae Usual Price. | Usual 
3-Ib. Can of Job Black $3.00 +4-Ib. Can of Bronze Brown Lake. 
3 fapel 3.00 | 44 Lemon Yellow, extra 


Fine Card and Job.. 2.50) Persian Orange 
Fine Bronze Blue. 50} 4 Purple Copying 
Lake Blue -00 4 : Lake Green 

Rose Lake 2.50 | ¥ : French Green, dark 
Scarlet Bronze Red. .00 | Fine White. 

French Carmine.. .00 ’ Yellow Gold Size.... 
Royal Purple 3.75| 4 ounces of Rich Gold Bronze.. 
Typewriter Purple... 76 

Permanent Brown...  .75 Usvat PRICE 


My competitors’ usual prices for the above inks, sold on three or 
months’ credit, amount to $41.25. My price for the whole outfit, inclu 
cabinet, is $12. If you send one dollar extra I will deliver the cabinet to ) 


charges prepaid, by express, if distance is less than a thousand miles, and 
freight to greater distances. 
Address PRINTERS INK JONSON, 
8 Spruce Street, New York. 
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» More Circulation 
And Less Than Half 
Their Rate. 











The circulation of the Washington EVEN- 
ING STAR is more than that of the three 
other Washington dailies combined, and yet 
its rate is less than half of that of the three 


papers added together. 


THE STAR 


covers the city of Washington completely. It 


goes to 82% per cent of all the occupied 
houses. It charges but 7% cents per line for 


10,000 lines to be used within one year. 


L. R. Hamersly, 
New York Representative, 


49 Potter Building. 
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AS YOU LIKE IT. 


There are many advertisers whose business is confined to 
tain sections of the country, and to advertise outside of si 
sections would be a useless expense. The co-operative system 
of advertising, as conducted by its originators, The Chi 
Newspaper Union, fully meets the requirements in all s 
cases. Each list shown in our catalogue is separate and disti 
and an advertiser can select the particular list that reaches th 
territory in which he wishes his advertisement to be read. | 
combination is made up of nine separate divisions, each con 
plete in itself, as follows : 

The Chicago Newspaper Union List, of 422 papers, circulates 
in the States of Illinois, Iowa, Michigan, Wisconsin, India 
and Missouri. 

The Fort Wayne Newspaper Union List, of 169 papers, cir 
lates in the States of Indiana, Ohio and Michigan. 

The Indiana Newspaper Union List, of 105 papers, circulate 
principally in the State of Indiana. 

The Sioux City Newspaper Union List, of 205 papers, cit 
lates in the States of Iowa, South Dakota and Nebraska. 

The Sioux City Independent Union List, of 160 paper 
circulates in the States of Iowa, South Dakota and Nebraska 

The Nebraska Newspaper Union List, of 74 papers, circulates 
in the State of Nebraska. 

The Milwaukee Newspaper Union List, of 104 papers, circu- 
lates principally in the State of Wisconsin. 

The Wisconsin Publishers’ Union List, of 61 papers, circulat 
principally in the State of Wisconsin. 

The Standard Newspaper Union List, of 110 papers, cir 
lates exclusively in the State of Illinois. 

The papers contained in the above Lists are the Prop.e's 
Home NewspaAPERs, the best of their class, and circulate largely 
in the sections in which they are located. 





For catalogue and information, address 
CHICAGO NEWSPAPER UNION, 


93 South Jefferson Street, OR, 10 Spruce Stre 
Cuicaco, ILL. New York. 
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DEPARTMENT OF CRITICISM. 


By Charles 


Advertisers everywhere are invited to send matter for criticism ; 

d to offer suggestions for the betterment of this department 
uivertising will be criticised freely, frankly and fairly. 
Tell me your advertising troubles 


»klets, novelties, catalogs. 
wea 


ADVERTISING IN GENERAL. 


Denver, 
me some 
matter of Windsor 
Denvér. Much of tl 
good, anda gor xd deal of itis pre- 
on the time-honored principle of 


Ambruster, of 
been 


b. a. 


rado, has sending 
tisinge 
tising 


tel at 


ing a good thing when you see it 
distribution of 
one pals with a strip of glue 
to the aate- 
re: iding 


method used is the 
on 
to stick them fast 

The hotel also uses 
of a very attractive duadine 
blishes a little booklet with which 


iCK 


swer inquiries. 
e of the best of the re 
following, 


iding notices 


e seen is the which I 


requires no explanation. It has 
he ear marks of the genuine news 
last four The 
nation conveyed here ought to be 


except the words. 


n another form. 
FIVE IGNORANT 
tter was recently rex 
an in Lowell, Mass., who 
n the currency question, saying that 
bject seemed to be very little under- 
1 in his section of the country 
He had called on five of the leading bankers 
and asked them what was meant by 
vinage of ” 
e first banker said he did not know 
The second said its meaning had not been 
ned, or, rather, that it was not settled just 
at it did mean 
Che third said that if a person took 412% 
silver to the mint it would be 
ed into a dollar for Lim. 
Che fourth said that any person taking a 
r’s worth of silver at the market price to 
int could have it made into a dollar for 


BANKERS. 
eived from a gen 
asked for some 


well 


‘ free « silver 


I 


ns of 


says the Lowell man, ** was so 
I could not make out what he 


he fifth,” 
led that 
int 
Finally he came into possession of a copy 
1¢ new silver educator, issued by the 
lsor Hotel, Denver, which fully en- 
tened him on the subject. Send for one. 
* % 
* “« 
& Thomas, of Chicago, have 
one of the most pleasing 
ces of printed matter that I ever 
w. It is a square book, seven by 
ght inches, printed on hand-made 
iper, in the new Jensen type. There 
re black initial letters and red side- 


Lord 
t me 


Austin ‘Bates. 


to propound problems 
Anything pertaining to 
Send your newspaper ads, circulars, 
perhaps I can lighten them. 


heads. The type matter is four and 
one-fourth by three and a half inches, 
and is placed in one corner of the 
page, so that on one side and the bot- 
tom the margin inches wide, 
while at the top and on the other side 
it is one inch. The book is entitled 
‘* America’s Magazines and their Re- 
lation to the Advertiser.’’ It is, of 
course, an advertisement of the busi- 
ness of Lord & Thomas. It also con- 
tains advertisements of the leading 
magazines. Every advertiser ought to 
have a copy of this book, and every 
lover of good printing will delight in 
handling it. 


is two 


* * 


Tut 


1117 to 1y21 First 


LAWRENCE 
AVENUE, 


SANITARIUM, 
SOUTH. > 


MINNEAPOLIS, Minn., Aug. 24, 1895. ) 
, 1414 Vanderbi t 
Y 


Wr. Charles Austin Bates 
Building, New York, N 
Dear Inclosed I send you a few sam- 

ple ads which we have used in papers circu- 

lating throughout the Northwest What do 
you think of them for business catchers — that 
is, probable catchers ? we know what the act- 
ual results were In formulating these ads 

I have endeavored to follow out the “ Bates 

Idea"’ of being honest, and while many of 

our sticklers for the code of ethics have de- 

nounced us as quacks, fakes and humbugs 

(because we advertise), | have noticed that 

the suspicious farmer has faith in us, if I am 

from the quantity in which he comes 
to us for treatment. We are just beginning 
to realize the benefits of advertising, hav- 
ing heretofore depended upon the support 
of our professional brethren—a support which 
we found decidedly pernicious to our busi- 
ness health, and have decided to cut loose 
and let the suffering people of the Northwest 
know that we are on earth, and what we are 

here for. As a reformed newspaper man I 

essayed the task of preparing a few ads which 

have been used as feelers, dictating the style 
of type and composition. But writing ads for 
seven p my sicians, surgeons and specialists is 

»b when one considers the multitude 

of ac hes s ond pains they cater to, and in order 

to facilitate matters 1 have bunched their 
work —~m various special headings, and 
advertised them as one would a bargain store 

Of course there are certain diseases which 

we feature, as ruptures, cancers, tumors, de- 

formities, etc., which are well known to the 
public, and have been harped upon more or 
less by advertisers for the past twenty years 

You will notice that in most of the ads of a 
special nature I have incorporated a_ brief 
of our methods of treatment, home 
and special literature which we 

Lately we have 


SIR 


to judge 


no easy 


notice 
treatment 
send to all correspondents. 
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dropped this style and used a smaller space 
with a heavy border to catch the eye. Our 
ads have been run in the English, German, 
Danish, Swedish and Finnish papers, using 
the same style of composition in all, and 
typographically they look well in all lan- 
guages, and seem to have about equal draw- 
ing qualities. Racpu Sr. J. Perry. 

Dr. Perry has certainly ‘‘taken the 
bull by the horns.” Some of the ads 
sent are very striking, and I should 
think they would give a decided shock 
to the sensibilities of the ‘‘regular 
practitioner.” 

This little ad, for instance, strikes 
right straight from the shoulder : 


Cured for $50. 


No money paid until cured; No 
Knife; No Pain; No Danger; hun- 
dreds have been cured by our meth- 
ods. "oo are afflicted call or write 


to us. e can cure you. 


1123 First Ave., 


S. MINNEAPOLIS, MINN. 
2 Vey 


Lawrence Sanitarium, ‘ 
; 


There is no nonsense about it at all, 
and it wastes no time in going to the 
point. I do not really see how this 
space could have been made use of 
with very much more effect. How- 
ever, I think most of the ads would be 
better for a little toning down. For 
instance, here is the top of one which 
I never would have published. It may 


“Out 
of Sight” 


Tells just where the seat of all your trouble 
often is. four aches and pains, fainting 
spells and general debility are all reflex 
symptoms due to obscure causes. Come and 
let us find the cause and remove it, then you 
will feel “out of sight.” All cases treated 
by specialists. 








be that it is all rig cht for the class of 
people at whom ie is directed, but 
there is another, and a very large 
class, to whom it might very easily 
give offense. This is something that 
cannot well have too much considera- 
tion. An offensive ad narrows the 
field of the advertiser. He loses ab- 
solutely those to whom the ad does 
give offense, and his constituency is 
reduced to the comparatively small 


number whom the expression happ: 
to strike very hard. 

Care in this particular is all 
more important in the advertising 
physicians. As soon as the ads ap] 
they will be met with the cry 
“‘quack’’ and ‘‘humbug,”’ and 


their ads have anything flippant 
cheap looking about them, it will 
parently give their accusers someth 
to hang their statements to. 

Here is part of an ad that is bett 


Diseases. 


“Full many a rose is born to blush unseen 
And waste its sweetness on the desert air 
Some skin disease may make her seem uncles 
And spoil a face which otherwise was fair 
Lots of people are ashamed of their f 
others are bothered with annoy ing skin a 
tions, and for some life is made miserabk 
the intolerable itching, burning, sc alding 
other painful symptoms of their 
Some skin diseases are harmless 3 
controlled; others are chronic, 
and dangerous. What kind is yo 
come and see our specialist about it. 


but there is a point in advertisin; 
institution of this kind that Dr. 
seems to have almost overlooked. 
staff of specialists certainly have a 
ter chance to cure a man than 
doctor who does all seven things. 
association of physicians like this 
seems to be has everything in 
favor. Its advertising can be of s 
a character that its advantages can: 
be well gainsaid. It has advanta, 
to offer, and it is only necessary 
offer them in an honest, dignified, « 
vincing way to make the offer succe 
ful. There is a great deal more reas 
for an association of specialists to a 
vertise than there is for one doctor 
advertise. Under existing conditio1 
one doctor cannot hope to reform t 
world. He cannot make a success 
advertising himself when the imp: 
sion is so strong that doctors sho 
not advertise. On the other hand, 
association of specialists has such 
cided advantages to offer that t! 
can afford to commence and contin 
the fight with non-advertising phys 
cians. They have right and reason 
their side. They can be absolute 
honest in their statements, and jy 
offer such inducements as no reaso1 
able man can pass without consider 
tion. I know of very few enterpris 
which have so many or so strong tall 
ing points as institutions of this kin 





PRINTERS’ 
RETAIL ADVERTISING. 


Kasson, Minn., July 17, 1895. 
harles Austin Bates, New York City; 
Dear Sin—We inclose one of our ads for 
ticism in your department of PRINTERS 
vx. It —— the upper right-hand corner 
he first page, and is the only one that is 
blished on that page 
We find the retail department of Printers’ 
exceedingly a cape in the preparation 
ir advertising matter. Yours truly, 
E. E. Faircuitp & Son. 
Opticians seem to be advertising 
re now than they ever did before. 
t least, I see more good ads in this 
e than I ever did before. 
One sent me by Fairchild & Son is 
particularly well displayed, easy to 
i, and attractive. The matter in 
ad is not at all bad, but the last 
ut of it is trite. An optician had 
ry much better advertise his own 
and judgment in fitting the right 
ses to the right eyes than to try to 
ke people believe in the superiority 
s lenses. There isn’t une optician 
1 hundred, [ believe, who grinds 
s own glasses. He buys his stock 
iere every other optician buys his 
ck, and his superiority, if it exists, 
st lie in knowledge of his business, 
careful conscientiousness, in filling 
ilists’ prescriptions, and in serving 
casual customers. 
Fairchild & Son say: ‘* The frames 
t the faces and the lenses fit the eyes. 
That's the kind we sell.” If this is 
true, it isn’t the frames or the lenses 
at make it true, but it is what Fair- 
d & Son do with the frames and 





HEAD ACHES! 
EYES FEEL BAD! 


You lay it to the heat. Partly right. 
The hot sun is hard on the eyes and 
weak parts give out. Other parts try 
to do their work and fail. 


YOU CAN 
BRACE UP 


Those weak parts with the right 
glasses. The ones where the frames 
fit the face and the lenses fit the eyes. 
That's the kind we sell. Let us prove 
it to you. 


. B. FAIRCHILD & SON. 


enses, The frame that would be 
ght for one face wouldn’t be right 
for another, no matter how good it 
and it is the fdtulty of discrimi- 
nation that should bé advertised. 


as, 


“ment. 
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Don't be afraid of being egotistical, 
or of being called an egotist. Every 
man in business is an egotist, or ought 
to be. If he doesn’t believe in his 
ability to serve people better than his 
competitors, he really has no excuse for 
expecting their trade. If he doesn't 
believe in himself, he isn’t honest in 
offering his services to others, 
All egotists do not succeed, but I 
believe all successful men are egotists. 
Don’t be afraid to use the first per- 
son singular in your ads. 
It gets you closer to your reader. 
* & 
- 
“Tue Meprorp Mai.” 
Meprorp, Ore., July 20, 1895. § 
Charles Esq., New York, 
MH. Y.2 
Dear Sir—We hand you herewith proof 
sheet of a couple of ads which will appear in 
the next issue of the Maz/. What do you 
think of them from a mechanical standpoint 
and as the product of a country shop? We 
pride ourselves on originating new ideas in 
ads, and aim never to set two ads alike or 
similar in any one respect 
We notice one of our exchanges used leaves 
from Printers’ Ink for paper wrappers 
Upon looking over the »ntained in the 
paper, we conclude they ponte use the little 
ad helper to a better advantage 
Please give us your opinion on the inclosed 
proofs. Yours respectfully, 
Burton & York 


Austin Bates, 


ids co 


A great many things must be 
sidered before an advertisement can 
be pronounced good. An ad that 
costs more than it is worth certainly 
is not good, no matter how artistic it 
may be. Good advertising is the kind 
that is profitable, no matter what it 
looks like. 

The advertisement sent me is cer- 
tainly set up in a clean and attractive 
way. It would be in the ordi- 
nary newspaper. There is no question 
about that. It is eight inches double 
column. It would be pretty hard to 
put an ad into that amount of space 
and not have it seen. As a piece of 
job printing, this ad is very good. 
Am sorry that I have not room to re- 
produce it. It is full of borders, and 
dashes and ornaments, but these are 
used with judgment. As they happen 
to be ina newspaper ad it was bad judg- 
If it had been for the cover of 
a program, or for something of that 
nature, the judgment would have been 
good. The compositor’s time on this 
ad probably cost more than the adver- 
tiser paid for the space. If the adver- 
tiser paid for the composition he was 
foolish, because a plain ad would have 


con- 


seen 
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been just as good—perhaps it would 
have been better. 

Advertisers complain of the diffi- 
culty of getting display from a country 
printing shop. Now, I have never 
seen an outfit of type in an office so 
bad that good display could not have 
been gotten out of it. I don’t mean 
fancy display—I mean merely display. 

‘“*The way to display an ad is to 
display it.” 

Display means prominence; it doesn’t 
mean prettiness, although sometimes 
prettiness is prominent. When an ad 
catches your eye it is well displayed. 
If it stands out of the mass of ads, it 
is well displayed. ‘Ihe display lines 
may be set in French Clarendon— 
which is the ugliest type that ever was 
cast—and yet, if it is a prominent ad, 
that is proof positive that it is well 
displayed. Display means prominence, 
and it doesn't mean anything else. A 
well-set ad is one that is prominent; 
it doesn’t make any difference whether 
it is pretty or not. If it is prominent 
and looks readable, that is all that 
need be. 

In some papers an ad must be hand- 
some to gain attention. Sometimes 
the nature of the goods makes a pretty 
ad more effective than a plain one. 
This is purely incidental, however, 
and has nothing to do with display. 
If the country printers will stick to 
plain type, and perhaps one simple 
border around the ad, they will have 
no trouble about getting a good dis- 
play. ‘Three kinds of display type are 
as much as ought ever to go into an 
ad, and two kinds are better—one kind 
is better yet. Only a very exceptional 
ad should have more than three lines 
of display in it, two lines are better— 
one line is best. 

Let the display be simpl@and strong ; 
let the type and the white space con- 
trast in bunches ; concentrate the white 
space so that it can be seen. If you 
scatter type all over it nobody will 
know it is there. 


* 
* 


Wa ter Putrorp. t 
Winnipec, Man., July 24, 1895. 

Mr. Charles Austin Bates, New York: 

* Dear Sir—I have received much benefit 

and advertising training from your “ Depart- 


ment of Criticism,’’ for which please accept 
my thanks. I would judge that not man 

druggists submit advertising to you for criti- 
cism, so I have been moved to send you a 
copy of a booklet pertaining to my business, 
recently issued by me and distributed from 
house to house in this city. What do you 


PRINTERS’ INK. 


think of it? I feel certain that whate. 
you may say will be hel ours res} 
fully, lit PuLFor 

The booklet sent should have bx 
cut up into three or four booklets. 
is entirely too long and I don’t beli: 
people will read it. The title pag 
© think, likely to be offensive. | 
just a trifle too ‘‘smart.’’ It sa 
‘*You don’t know everything 
Read this and get nearer to it.”’ 

Now, a man may be willing to 
mit that he doesn’t know everythi: 
but he doesn’t like to have anot 
man tell him so. He doesn’t like t 
commanded to do something in wh 
he has no interest. I think it w 
be a great deal better to say somet! 
like this : 

‘*There is some information in t 
book, possibly it is information 
would like to have.” 

The sub-title of the booklet is 
Druggist’s Story,’’ and the partic 
trouble with it is that it has three 
four times as many words in it as 
ought to have. One example of 
will be enough to show what .¥ mea 





Quinine.— For instance, many would | 
to learn more about Quinir 

why it has held its place in pub lic fa 
so long, the many uses it has, 
and how made, its origin, output, « 
The history of this medicine, which s 
during the American war as hig 
$23.00 an ounce, would make a lit 
cook of itself. Interesting as it is 
would take too much space to di 
upon i it here. 


wh 


Here are seventy- five words ust 
and only one interesting thing t 
This could have been told in 
words, ‘‘ During the American w 
quinine sold at $23 an ounce."’ 

If the rest of the space had be 
used to tell something more about q 
nine, it would have been more to t 
point ; but to use sixty-five words 
say that you are not going to say ar 
thing is certainly misdirected effor 

There are plenty of good things 
the book, and the thing it needs m 
is boiling down. 

On the inside back cover is t! 
little ad, which may perhaps be uscef 


to other druggists : 
If You Want an ordinary Perfume y 
can get it at any drug store, | 
if you’re looking for something extra ni 
why, of course, you go to PULFORD 
DRUG STORE, where there are always s 
many kinds of delicious odors to cho: 
from. It’s a deligitt to be able to take 
little time getting your pick from perfum« 
which remind you of a veritable flower fiel 
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READY-MADE ADS. 


1 do not write these ready- > enienalie ads. y are 
taken wherever they are found, and ¢ pa 2 is 
given’to the author when he is ay nown. Contri- 
butions of bright ads are solici The name 
and address of the Tar will > printed, if he 
wishes it to be. —C. A. B.} 





For Hats. 


‘“ UNEASY LIES THE HEAD THAT WEARS A 
CROWN,” BUT 


Easy Is the Head 


That wears one of our hats. 
have them in all sizes, sha 
colors. If you have fail 
suited elsewhere, tr 

“ Dunlap ” and “ Trilby” 2 blocks 
are the correct styles. You 
should ask to see our Shepherd 
Handle Umbrellas. 


We 
s and 
to o- 





For Shoes By W. E. Cummings). 


TAN SHOES. 


First in style. 
First in wear. 
First in fit. 
First in the hearts 
Of shoe-buying men. 
The easiest and best wearing Tan Shoe in 
the city for the money ; the latest chocolate 
ind coffee shades. The new Yale opera and 
eedle toe; 3 distinct qualities. $4, $5 and 
$6 a pair. 
Our way of fitting a shoe gives you comfort. 
Easy to walk in, easy to buy. 


For Clothing. 


You’re Better Off 


With one of our $ro'suits than to 
ay $12.50 somewhere else. Just 
fc 50 saved—clear as a whistle. 


This is another pride —_ with 


us. We're determined to have 
the best line of $xo Suits that's 
shown in this country. We're 
careful of what fabrics we use— 
careful of the trimming—careful 
—very careful of the making. 

Here are four samples of what 
you may | expect— 


For Shoes. 
POINTED 
SHOE TALKS. 


When a man wants to be well dressed, he 
looks well to his feet. It matters not how 
well he may be dressed otherwise, he is nct 

all there’’ uniess he be neatly shod, and he 
makes no mistake when he comes to us ex- 
pecting to be fitted with the latest style shwe. 
This is the New Dersy Tor. It comes in 
lace and button, in either tan or patent 
le ather, and a “Five Dollar William "’ is all 
it costs. 

The shoe is so made-that’no fluency of | 
language is required to sell it. 

Come in and be fitted. 

Yours Shoely, 





| styles of the present season, 





INK. 
For Lamps—(By Henry Holmes). 


The Day 
of the Candle 


has gone and the night of the lamp 
has come. All kinds of lamps are 
in our stock. A very pretty and 
good one is , which we will 
sell for one week only at ——. 


For Dry Goods. 


WHO ARE THE 


(28 SHREWDEST 


WOMEN IN TOWN? 


Here’s our way of finding them. We select 
from our splendid stock of stylish, perfect 
fitting Duck Suits, all in the most desirable 
twenty-eight 
costumes, and cut the prices to figures that 
no woman who needs a new dress can resist. 

mo. shrewd women will each get a regular 

$3.50 suit for $2.38. Seven sharp women will 
each get one of a line of suits that were 
marked $5.50 for $3.79. Nine bright women 
will each make a s Tales from a line of 


| suits marked $6 for $4.28. 


Eight sagacious women will each wear 
away an $8.50 suit, and the bill thereof will 
be only $5.37. Buy one of these Duck Suits 
and wear it with pride and satisfaction. We 
expect to close them all out in a single day, 
but if any are left over you can have them 
at the above-mentioned prices. But if you 
want one very bad you had better hustle all 
you can. 





For Trunks. 


Here’s a Trunk 


A DRESS TRUNK—that ladies 
will particularly appreciate. It 
solves satisfactorily the problem of 
packing away the “big sleeve” 
waists without crushing them. Four 
40-inch trays, long enough to make 
it unnecessary to fold a skirt, and 
hat compartments in the bottom. 
TRUNK STRAP and LETTER- 
ING FREE. 





For Pianos. 


WE DON’T TALK 
MUCH 


about our “ reputation ’’—that is established 
and we don’t “have to.’ or do we say 
much about “owning” our goods—all good 
business houses do that. What we DO talk 


ABOUT 


is our Pianos. We have beyond question the 
three finest Pianos in three grades in the 
| city, if we do say it 


OURSELVES 


and you can’t help being pleased if you call 


| and see them. 
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The Omaha Bee 


Has made its mark. This is because it thorough- 
ly covers its field. Not a city or 

town in the great State of Nebraska 

where the Daily and Sunday cannot 

be found; not a farm-house or 

hamlet in which the Weekly is not 

read. Also adjoining territory in 

lowa, Kansas, Missouri and the 

Dakotas. It is up-to-date in 

everything that makes a newspaper great. It 
enjoys the confidence of its readers, and is a 
power of good to its advertisers. 


Known Circulation : 
Daily, Exceeding 19,000 
Sunday, ‘* 20,000 
Weekly, ‘ ; 35,000 


A. FRANK RICHARDSON, 
Chamber of C ce, Tribune Building, 
CHICAGO. NEW YORK. 





™ eA 
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32 per cent > 
More Advertising 


printed in THE EveninG Post during 1894 
than appeared in any other New York 
evening paper, The excess in 1893 was 
25 per cent. 


654 More Columns 


of advertising printed in THE EVENING 
Post during 1894 than in 1893. An ex- 
ceptional record. 


Nine Times 
Out of Ten. 


“The advertiser who will use but one 
evening paper in New York City will, 
nine times out of ten, act wisely in select- 
ing THE EVENING Post. No other has so 
large an advertising patronage. In influ- 
ence and respectability it easily takes the 
lead.” —Printers’ Ink. 


« 


Publication Office: 
206-210 Broadway, - - New York. 
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The 
Kansas City Star’s 


Supremacy 
In Its Field 


is due to the fact that, besides being 

one of the best edited, cleanest, and hand- 

somest newspapers in this country, it has 

always stood for the true interests of the 
region for which it is published. 

It stops at no expense in the collection 

of news and its staff is recognized as among 


the foremost in metropolitan journalism. It 
was the first paper in America to build and 
occupy exclusively a modern building 
adapted to the requirements of a great 
newspaper. 

The measure of its success is shown by 
its local advertising patronage, which ex- 
ceeds that of all other Kansas City publica- 
tions combined, and by the fact that to 
print its 60,000 Daily and Sunday, and its 
110,000 Weekly editions, requires Three 
Double Perfecting Presses, built for it 
by R. Hoe & Co. at a cost of $105,000. 


Chicago Office, New York Office, 
1320 Masonic Temple, 80 Times Building, 
W. T. Davis, Mgr. Frank Hart, Mgr. 
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should be better skilled 
in his particular branch 
of your business than you 
are. You expect it of 
him. Division of labor— 
every man to his special- 
ty—that brings success. 

If you employ us to 
prepare and place your 
advertising you will find 
it more profitable than 
taking up your own time 
with the details, 

We have had twenty- 
five years training in this 
work. Write 


LORD & THOMAS, 


Newspaper and 
« Magazine Advertising, 


45 to 49 Randolph St., 
CHICAGO. 
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STSSSTSVSSSSSSSSSSIHSSESSESsSssessesessy 


Two Great 
Facts 


That we are trying to impress upon 


2226088 


advertisers : 


Northwestern Crops 
Are Immense. 


Only once before in many years have they 


been so good. 


St. Paul (Globe 


BEST 


'_”" 


For covering the field thoroughly for least 
money. 





New York Office: 517 & 518 Temple Court. 
Cc. E. ELLIS, Manager. 
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GOLD 

OR 
SILVER.... 
WHICH 
WILL 
YOU 
HAVE? ~~ 


a 
a | 


Colorado has them both: 


also several side lines of wealth, such as coal, 
iron, extra fine fruit and potato lands, oil 
fields, etc 

What more does an enterprising advertiser 
want? 

A well established newspaper that reaches 


all these sources of wealth, of course. The 


enver - Republican 


is that kind of a newspaper. It hasa circula 
tion of 


21,000 Daily and 30,000 Sunday. 


Its rates are fair and reasonable. Its 
readers have money to spend. There is no 
mushroom growth abétt it. It has no equal 
west of the Mississippi 


Ss. C. BECKWITH, 


Sole Agent Foreign Advertising, 
The Rookery, Chicago. Tribune Bidg., New York. 

















BY 


ETON” 


AND 


IKISSAM 














IS THE KIND THAT 


PAYS | 
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The very best system. 


The finest appearing cars. 
Uniformity of display everywhere. 


Full-time cars—You get what you 
buy ! 


Eighteen branch offices with ex- 
perienced employees. 


Service absolutely approached by | 
none! 


Over twenty years’ personal expe- 
rience and record with Amer- 
ica’s greatest advertisers. 


Such are a few of the claims of 


Carleton & Kissam, 


LARGEST STREET CAR ADVERTISING FIRM 
IN THE WORLD. 


| 50 Bromfield Street, : : Boston. | 
| 253 Broadway, : New York City. | 


j 








PRINTERS’ INK. 


DIAMOND. —-<. 


53 Tribune Building, 66 Hartford Building 
NEW YORK, CHICAGO. 





